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Adverti ser rs 


AFRICA 
SURVEY 


THE ORGAN OF BRITISH ADVERTISING 


Siheciesinal haidiendid en ercent equities it dunetnaiiails. Ce 
parental copy during the holidays. Punch, as we know from our own enquiries, is taken y 
regularly in the leading Schools and read, either openly, or beneath the lids of desks, 
or by those who prefer to swing from trees (see above, right). And Schoolboys grow up, 
the Punch habit established, and become buyers of wines and spirits, socks and shirts, 
motor cars, etc. and take a specialised interest in such things as hypodermic 
needles, fork-lift trucks, paper sacks, typewriters or industrial 
chemicals — all of which are advertised to those who 


READ PUNCH — 


John L. Verrinder, Advertisement Manager, * Punch’, 10 Bouverie Street, Londen, B.C 4. 
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Getting down 
to brass tacks 


Sm,-Congratulations on your 
brass-tack leading article “Oppor 
tunity” (November 13) 

Despondent exporters to-day 
consider that it needs magic to 
get export orders. It does--the 
magic of progressive vision, the 


magic of positive attitude; the 
magic of taking a chance; the 
magic of get-up-—go-see 

Ihe formula to get export 


orders, discovered by successful 
firms, is personal high-level con 
tact to find out what goods are 
wanted, where they are wanted, 
when they are wanted, the price 
that is wanted—then to see that 
these requirements are fulfilled 
There are plenty of orders for the 
right goods in specific markets 


There are no orders for stock 
lines in the wrong markets. 
Hicpert Harpy 


Managing Director, 
Townend-Smith & Hardy Ltd 


Stout fellow! 


Sin,-1 sympathise with H 
Beare (November 6) who com- 
plained that the “upside-down” 
Guinness posters give him a pain 
in the neck 

But, from my own experience, 
1 would say that Mr. Beare is at 
fault in continuing to use the con- 
ventional or bolt-upright position 
for viewing the posters. This, i 
am sure, was not the designer's 
intention 

To be appreciated to the full 
and without muscular inconveni- 
ence the posters should be looked 
at both standing on the feet and 
on the hands. No time need be 
lost, as practice will show that a 
slow cart-wheel performed in 
front of the posters will produce 
much the same effect 

R. M. Carrentrer 
73 Barrington Court, 
London, 10 


To The Editor. . 


Co-operation in 
self-service 


Sin.-l was interested to read 
(November 6) the suggestion 
made by the Anglo-American 


Council on Productivity on Re- 
tailing in the U.S.A. that “greater 
collaboration between traders, 
trade organisations and other 
bodics in the collating of statistics 
and other relevant data and infor- 
mation is not only desirable but 
essential if retailing is to estab- 
lish its important position in the 
economic and social structure of 
this country.” 

That report proposes “that an 
independent body covering all 
spheres of retailing be created, tu 
which both Government and the 
trade itself could look for factual 
and detailed statistical informa- 
tion.” 

There is already in existence an 
organisation whose function in 


the field of self-service closely 
resembles the suggestion. The 
Self-Service Development Asso- 


ciation wag established two years 
ago for the study and develop- 
ment of self-service in this 
country. its membership is drawn 


mainly from retailers, whole- 
saicrs, package designers and 
manufacturers, equipment or 
fittings and refrigeration sup- 


pliers, as well as others whose 
interests are associated with this 
new retailing technique. 

The activities of this Associa- 
tion include meetings and discus- 
sions, which provide opportuni- 
ues for the interchange of up-io- 


date, factual information and 
personal experiences. 

R. F. Rooke. 
( hairman, 


Self-Service Development Asscn. 
20/21 Took’s Court, 

Cursitor Street, 

London, E.C4, 


Civie guides and 
value for money 


Sixn,Alan Whitworth’s _ re- 
marks on the subject of civic 
handbooks (October 9) are most 
unfair and unreasonable if ap- 
plied, as they may well have been. 
t vilicial guides directly pu'- 
lished by municipal authorities. 

Mr. Whitworth says that the 
Incorporated Society of British 
Advertisers takes strong exception 
to the publishing of certain civic 
handbooks because of the oppor- 
tunities this affords “for the use 
of coercive methods in selling 
advertising space.” Surely this 
is a ridiculous exaggeration. 

If the publishers concerned are 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


not producing an official guide or 
handbook with the full backin 
of the local authority, 1 woul 
be very naive for any local firm 
to imagine that its relationship 
with the authority could possibly 
be prejudiced by not advertising. 
Moreover, supposing that the 
guide is being published directly 
under official auspices, it is still 
inconceivable that advertisers are 
influenced to any appreciable ex- 
tent by such motives as Mr. 
Whitworth suggests. 1 am quite 
sure that the majority of adver- 
tisers in local official publica- 
tions take space not because they 
fear to lose their little contracts 
with municipal authorities, but 
because they are naturally proud 
to emphasise their importance in 
the local community. The only 
coercion which they feel is the 
necessity of appearing in equal 
prominence with other enter- 


IN THIS ISSUE— 
B. D. Copland relates new figures 
in the One Per Cent Sample 
Census Returns to Britain's seven 
major markets—page 458. 
NEXT WEEK: The Greater 
London Market: Case histories. 


prises, and that is a form of com- 
petition which is effective, for- 
tunately, throughout the world of 
advertising. 

We all know that there are too 
many firms operating in the field 
of local guide publishing. This 
is a state of affairs which can be 
remedied by loca! authorities not 
supporting unnecessary ventures, 
and by advertisers making sure 
that they receive value for money. 
Those local guides which do 
serve a useful purpose will con- 
tinue to appear, and will con- 
tinue to exist on advertising 
support, and rightly so. Please 
remember that local authorities, 
collectively, spend much more 
money on advertising than they 
are ever likely to get out of it. 

Joun WHEATLEY. 
Information Officer, 
Stratford-upon-Avon. 
(This correspondence is 
closed.—Editor) 


now 


Intuition and 

market research 

Sir,—What your correspon- 
dents, Paul H. Berent (October 
30) and John R. Poulton (Novem- 
ber 13) ignore are the nature and 
limitations of the Frujade exer- 
cise. These articles, as | see them, 
can cover only some aspects of 
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an advertising campaign, and they 
cannot reproduce the intimate by- 
play and cross-criticism that goes 
on inside an agency while a 
scheme is in preparation. 

There are certain facts | should 
want to know if I really were 
producing a scheme, but they are 
not nearly as essential as the 
poll-minded seem to think. The 
outstanding figure in the soft 
drinks business to-day is F. C. 
Hooper of Schweppes; | suppose 
he knows al! the facts there are 
on this subject, yet his advertising 
remains intuitive—and brilliant. 

The plain fact is that in adver- 
tising, as in the other arts and 
crafts, some people go by the 
text book and others use their 
native wits. 

HowarD WADMAN. 
Greenlys Ltd. 


(As was stated in an introduc- 
tory note on October 23, some 
of the preliminaries are neces- 
sarily taken for granted in the 
Frujade series, which is essenti- 
ally an exercise for a creative 
team, It should not, therefore, be 
assumed that the contributors fail 
to recognise the value of market 
research.—Editor.) 


Branded goods 

Sir,—Everyone will agree with 
Eric Gamage (November 13) 
when he says that branded and 
free merchandise cach have their 
place in the national economy, 
but his further statement that it 
is undesirable to disturb the 
existing ratio between one and 
the other is indeed startling. 

How is “the existing ratio” to 
be fixed? Surely Mr. Gamage 
does not suggest new regulations 
or collective agreements between 
manufacturers or between re- 
tailers, to prevent competition? 

The proportion of branded to 
unbranded goods at any time can 
never be static; it is a matter for 
the buying public to , 

J. H. VeLLacort, 

Managing Director, Aertex. 


Walkers | 


(Showcards) Ltd ‘ 
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Hello—has Jack come 


up on the pools? 


No, he earns a good wage, that’s all. So do his two sons. 
So they're buying that car between them. 


Sign of the times, eh? 


It certainly is. Folks like Jack have more money to spend 
than ever before, whilst the people in the big houses up the 
road have less. 


But how many working class people are in Jack’s position? 
Far too many to ignore and as a class their purchasing 
power is terrific. Take a glance at the average council 
estate. Count the television masts. Go round from door to 
door and see how many of them have washing machines, 
new vacuum cleaners, radio-grams and buy only the best 
branded products. 

And paying about twenty-five bob a week rent — less in 
some cases. 


That's right, but you must admit one thing. 

What’s that? 

It gives them more money to spend in your shop. And 
whether you realise it or not they make up the vast majority 


of your customers. They're the mass market, my boy. The 
only market worth bothering about nowadays. 


DAILY MIRROR 


ADVERTISER'S WEEKLY 


With the highest daily 
net sale in the world, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in the 
history of daily 
newspapers at the lowest 
square inch per thousand 


space rate of all national 
dailies. 


When it comes to 
campaign planning, you 
MUST include 

THE DAILY MIRROR 
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It is read by 

women who are 
responsible for buying 
for the family. 

This, coupled with 

its low advertisement 
rate, makes 

WOMAN and HOME 
essential for any 
successful “home” 
campaign 


aw AcP pusticATION : I/- MONTHLY - PAGE RATE £540 
A.W, BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E.C.4 « CENTRAL 8080 
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Predominating colour of the 
Daz pack, designed by Richard 
Lonsdale-Hands Associates in 
collaboration with Thomas 
Hedley & Co., Ltd., is red. “Daz” 
lettering is in white with black 
shadow, and the panel “Boils 
whites whitest of all” is in reverse 
white printing on cobalt blue. 


‘Small man and 
self-service 


Increased interest in marketing 
problems was the key-note of the 
Harrogate Conference of the 
British Institute of Management 

In a panel debate on “Can 
management reduce the cost of 
marketing consumer goods,” 
J. B. Jefferys, research associate, 
National Institute of Economic 
and Social Research. argued that 
the trend was away from the 
department store and the small 
traders to the multiple chain. But 
he saw some hope for the small 
man in self-service, since many 
of the new self-service stores in 
the grocery business were one- 
man concerns 

H. Imrie Swainston, chairman 
and managing director, Textile & 
General Supplies Lid., wanted 
more experiment in retailing 
methods 


Death of W. H. 
Bolton 


W. H. Bolton, a founder mem- 
ber of the LLP.A., died on Mon- 
day after 57 years in the adver- 
tising agency business. 


Test town try-out for Hedley’ 8 


new detergent 
LAUNCHING PLANS FOR STOCKPORT, 


HUDDERSFIELD, BLACKBURN, 


YORK 


HIS week-end, it is expected, Hedley’s will launch initial 
campaigns in four test towns for their new detergent Daz 
(exclusively announced in last week’s “Advertiser's Weekly”). It 
is understood that Huddersfield, Stockport, Blackburn and York 


have been selected. 

Poster campaigns 
cancelled are to 
Monday in sixteen, thirty-two, 
and forty-eight sheet double 
crown. These are to be augmented 
later 

The campaign is not to be con- 
fined to poster and press adver- 
using, however 

4 personal approach is to be 
made by a team of girls who are 
to visit housewives in Hudders- 
field next week to demonstrate 
to them how to use and the ad- 
vantages of the new detergent 

Shop window displays are 
already being staged in Hudders- 
field 

Space has been booked with 
local newspapers in test areas for 
months ahead. The press adver- 
tising campaign will start next 
week. Half-pages and other big 
spaces will be used 

A guarantee is 
Daz 

“If you are not 
Daz washes your clothes whiter 
than any other product, return 
the unused portion to us and we 
will refund your money in full” 


to run until 
open on 


offered with 


satisfied that 


is the promise printed on a white 
blob on the top of each pack. 

Daz is claimed to have all the 
advantages of a synthetic deter- 
gent with special performance at 
the boil, Daz will be advertised 
as “the most efficient washing 
product in the world.” The new 
product is expected to compete 
with all other brands in the field 
including the company’s own 
Tide which has the same price 
basis, 

Daz is recommended for all 
purposes, for all household clean- 
ing—“glasses dry clear as crystal” 
is one claim—for woollens, silks, 
coloureds, and for rugs and 
carpets. Another claim is: “Daz 
for the whitest wash on earth 
with just one boil.” 


Sales talk ban 


Local branches of the Towns- 
women's Guild are being warned 
to keep a stricter check on 
speakers to ensure that “no ad- 
vertising, retail trade, or sales- 
manship of any kind” is allowed 
at their meetings 


Traders allege 
“GIFT SCHEMES 


INFLATE COST 
OF LIVING’ 


Prospects of securing legisla 
tion to stop free gift schemes 
were not great, declared J 
Ramage, director, at a council 
meeting of the Drapers’ Chamber 
of Trade on Tuesday. 

Two Government committees, 
he added, went extensively into 
the matter before the war and 
neither recommended legislation 
It seemed improbable that traders 
would obtain Government assist 
ance in the furthering of such 
legislation. 

“We must look to the pressure 
of public opinion on manufac- 
turers who, I am convinced, as 
time goes on will find that gift 
schemes do not pay and they 
themselves will limit this per- 
nicious practice,” he said 

He was replying to Charles 
Lamb who said he had been asked 
by the Birmingham branch to 
express concern over the growth 
of this type of trading which had 
now been extended to chocolates 
It was felt that the only effective 
way to prevent it Was through 
legislation which could be pressed 
on the grounds that it increased 
the cost of living in that without 
free gifts prices could be reduced. 
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Ad. revenue record © “@ 


for ‘Express’ Group 


Advertisement 
Express, 


revenue 


of 


the Daily 
Evenine Standard and Glasgow Evening Citizen 


Express, Sunday 


established new records during the year ended June 30, 1952. 


Togs for Christmas 


This engaging child study heads 

the Toy Supplement to appear in 

the November 29 issue of “ Picture 
Post 


‘Picture Post’ 
toy feature 


Biggest single advertisement 
feature that Picture Post has ever 


published, a Toy Supplement, 
backed by a strong marketing 
campaign, will appear in the 
November 29 issuc 


All advertisers taking part have 
been offered a wide range of 
Picture Post merchandising 
material at reduced prices 

Complimentary copies of the 
issue will be sent to all members 
of the British Toy Manufacturers 
Association, over 200 firms in all 


The National Association of Toy 
Retailers and the Association of 
Toy and Fancy Goods Whole 


salers are advising their members 
of the advertisers in the feature, 
to facilitate stocking up 
Reprints of pages and spreads 
in the supplement have been taken 
by manufacturers in quantiles up 
to 10,000, for distribution to sales 


staff and retailers 

Nine large stores in various 
parts of the country afe tying in 
with this feature with special 


displays, showing the toys adver 
tised and using merchandising 
material provided by Picture Post 

Sizes of advertisements in the 
supplement will range from 
double-spreads to sixteenth-pages 


A larger supplement, in which 
colour will be introduced is 
already being planned for Christ- 
mas 1953 

Meanwhile. a smaller supple 
ment will appear shortly before 
Faster 1953, in response to the 


demand from manufacturers who 
have a wide range of Easter toys 
to offer 


Stamp book ads. 
Tenders have not yet been 
issued for the interleaved advertise 
ments in books of stamps, which th 
Assistant Postmaster-General an 
nounced in the House of Commons 
it has been decided to reintroduce 


The group's net advertising 
revenuc—-the report and state- 
ment of accounts reveals-—was 


£4,.252.012, as compared with 
£3,594,542 the previous year. Ad- 


vertising revenue for London 
Express Newspapers Ltd. in- 
creased from £1,913,861 to 
£2,287 226. 


Income from sales has likewise 
substantially increased, the report 
shows The London Express 
Newsnapers Ltd. net figure is 
£5.119.279 (as compared with 
£3,669.501 for the previous year) 
That for the group is £7,959,767 
(£6,005 044), 

Stating that sales 
maintained at a 
level,” the report quotes the fol- 
lowing October figures: Daily 
Express, 4,104,834 (an increase of 
26,769 over October last year), 
Sunday Express, 3,225,456 (in- 
crease Of 87,015), Glasgow Citi- 
zen, 190,007 (12,410 increase) 
The Fvening Standard, with a 
sale of 769.601, showed a decrease 
of 16.650 copies. 


have been 
“satisfactory 


For the past three years the Highfield Trophy, 
Publicity 


year's Advertising 


young Birmingham advertising agency 


Here Norman 
Derek Marks 


Sandbrook is seen congratulating this 
of his production staff; 
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1s a, 


awarded by Birmingham 


Association to the entrant obtaining the highest marks in each 
Associauon examinations, 


has been connected with the 
Sandbrook, Metcalf & Co., Ltd. 
year's joint winner, 
looking on are: Left, Bernard 


Marsh, production manager (1950 joint winner and 1951 runner-up), and 


John Mantell, 


second from right 
Lid. (1951 winner) 


M.B.E. 
whose advertising has, for the last four years, 
handled by Sandbrook, Metcalf & Co., 


publicity manager of Birlec 
been 


Lid. This trophy has been awarded 


for the last three years to peo,4e solely concerned with technical advertising. 


Part Il of a population survey 
being conducted by the Crawford 
Marketing Service will be pub- 
lished early in December. It will 
deal with test towns and is 
expected to give interesting in- 
formation for manufacturers test- 
ing new products or campaigns. 


WHAT THE “LOCALS” ARE DOING 


Weekly cuts 
selling price 


Manchester City News has 
been reduced in price from 4d. to 
4d. Announcing the Feduction the 
publishers stated: “By bringing 
the cost of reading down 25 per 
cent we set the pace in reducing 
the cost spiral. 

At the same time We can pro- 
vide more copies. Extra paper 
and development of printing faci- 
lities enables us to meet the in- 
creasing demand for this local 
paper . There is sure to be a 
big increase in readers.” 

The issue carrying the an- 
nouncement had a reverse block 
across the top of the front page 
with the slogan: “Down with the 
of living. We set the pace 
Next week 3d. a copy.” 


New rotary for 


‘Essex Chronicle’ 


Last Friday the Essex Chronicle 
appeared with 24 pages 

A front page announcement 
stated that the paper is now 
printed on the new Crabtree 10 50 
rotary press, which is capable of 
producing 1§,000 copies an hour 
and is installed in new printing 
headquarters on land formerly 
part of the Brierley Place estate. 

This enlargement of the news- 
paper has permitted the use of 
bigger type in the district news 
COliTins. 

Friday's front page carried pic- 
tures of Primce Charles and 
Princess Anne. 


cost 


Readers like front- 
page news 


Chatham, Rochester & Gilling- 
ham News, which recently 
changed over to front-page news, 
has received and published many 
approving comments 

Former front-page 
notices, church 
meetings and lecture advertise- 
ments are now in the centre of 
the paper facing the leader page; 
advertised entertainments are on 
the inside of the last page together 
with cinemas and theatres; and 
the remaining pages are available 
to former front-page advertisers. 

One tribute came from a regu- 
lar reader for 


official 
announcements, 


pa 
0 years 


DATE CHANGE 


A big publicity campaign has 
been launched this week im the 
area of Tonbridge and Tunbridge 
Wells--two often-confused Kent 
towns—-to introduc¢ new ver- 
sion of the 71-year-old Tunbridge 
Wells Advertiser 


On November, the Advertiser 


made its final appearance as a 
broadsheet Friday ee ion 
Yesterday (Wednesday) re- 
appeared as a folio-size Woilees- 


day newspaper 


The new Advertiser gives more 


prominence to its vious sub- 
sidiary title of 7 hridere 
Observer. lt has pages of six 15- 
inch. 10-em colun instead of 
its previous eight 22-inch, 114-em 
columns Block screen remains 
at 65 and advert ent charges 
are unaltered 

% See Weekly Newspapers page 448 


Display photos 


tax concession 


As a result of representations 
by the Institute of British Photo- 
graphers purchase tax has been 
lifted from unmounted photo- 
graphic enlargements of general 
interest of 280 sq. inches or more, 

The Institute told the Commis- 
sioners of Customs and Excise 
that the 100 per cent purchase tax 
on photographs offered for 
general sale would be a serious 
limitation on the use of large 
portraits of the Queen for display 
purposes during Coronation year. 

Post accession photographs of 
the Queen and the Duke of Edin- 
burgh are free of purchase tax 
for one year from October ], 
1952. The effect of the above 
ruling is that the enlargements 
specified of pre-accession por- 
traits are also freed. Thus the 
contention that all portraits of 
the Queen and the Duke should 
be free of purchase tax for the 
Coronation period is partially 


met, though in respect only of 
enlargements for display and 
similar purposes. 
‘Live’ photos on 
TV ad. screens 
Photographs of a swimming 


gala were superimposed on the 
screens of four television receiv- 
ing sets depicted in a dealer 
advertisement in The Motherwell 
Times last week. 

The gala itself was televised, 
but the photographs were taken 


at the event by the journal's 
photographer. The full-page ad- 
vertisement, with a dealer panel 


at the bottom, appeared on the 
page facing the report of the 
gala, which reproduced one of 
the photographs again in larger 
size. 

The advertisement carried the 
words “Swimming Gala or Music 
Hall—it’s all so much clearer on 
a Murphy.” 
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ADVERTISER'S WEEKLY 


New ‘Free Enterprise’ campaign will be 
slanted at youth 


Corset ads. are | 
>. . . ' 
criticised 

Buyers are complaining—states 
the November issue of Fashions 
and Fabrics—that the illustrations 
and typography used in co-opera- 
tive corset advertising are dreary. 
They feel that the catalogue tech- 
nique so often employed is not 
attractive to the public and that 
ads. are frequently repetitive and 
do little to excite the imagination 

“The Americans,” the article 
continues, “have a number of ap- 
proaches to corsetry advertising— 
the scientific or informative, the 
glamorous, and the humorous.” 

“America has, of course, per- 
fected the glamour advertise- 
ments. Our only way, to achieve 
glamour in corsetry advertising is 
by achieving a higher standard of 
photography and drawing. and 
paying greater attention to the 
wording of the advertisements. 
Too often, our corsetry advertise- 
ments are unnecessarily ‘wordy’ 
and the confusion of slogans and 
descriptions nullifies the effect 
of an attractive drawing or photo- 
graph.” 


Butlin follows 
newspaper style 


Over one million copies of 
Butlin's News which gives full 
details about the coming scason, 
have been published this year. The 
issue takes the form of a 12-page 
newspaper and includes a Corona- 
tion message from the Duke of 
Edinburgh. 

Richard Dimbleby writes a double 
page spread on “Down Your Way 
at Butlin’s” and other contributors 
include Ian Coster, Victor Thomp- 
son and David Langdon. 

W. A. White, of J. Murray-Smith 
Ltd., was responsible for the iayout, 
and blocks and printing were by St. 
Clements Press Ltd. 


CLOWNING 


“It’s not a shaggy dog story .. . 
it's Fulham 3333.” This terse state- 
ment appeared in London evening 
newspapers last week. The innumer- 
able people who rang the number 
found themselves talking to Bertram 
Mills’ Circus. 

The teaser campaign formed the 
spearhead of the Bertram Mills’ 
Christmas advertising which will be 
appearing in national dailies and 
Sundays, suburban papers and class 
magazines. Agents are Greenlys 


Lid. 
Christmas film 


for Ronson 


For the third year in succession 
Screenspace Ltd. have produced a 
two-minute film to boost the Ronson 
lighter Christmas trade. 

Distribution of “The Lighter 
Occasion” by Theatre Publicity Ltd. 
begins this week. The film will 
have played in 600 cinemas before 
Christmas. 

The film is a colour cartoon story 
of two little children in search of a 
Christmas gift for their snowman. 
Cartoons give away to direct live- 
action photography for the close- 
ups of the Ronson gifts. 
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Two mew posters which will herald the return of branded petrol. 


‘WOMAN’ IN FILM SERIES TIE-UP 


Screen Audiences Ltd. an- 
nounce a tie-up with Odhams 
Press Ltd. whereby their new 
advertising film series “Tips” 
will be regularly publicised in 
Woman. Domestic and household 
tips are sandwiched between ad- 
verlisements in this series, prizes 
being awarded for the best hints 
submitted in competitions. 
Following selection by the 
judees of the first winning tips, 
Woman will announce each week 
the names of the prize-winners 
and the cinemas at which they 
saw the film. In addition the 
weekly space reserved for “Tips” 
in Woman will carry details of 
the film, the competition and an- 


nouncements of the well-known 
stars and personalities already 
lined up to play in this feature. 

In every edition of the film the 
commére or compére will an- 
nounce to cinemagocrs that they 
can read the results of the com- 
petitions in Woman as well as at 
the cinema where they saw the 
film. Announcements to this 
effect will also appear on the 
entry forms and boves supplied 
to all exhibitors. 

The first of the new series, pro- 
duced by Gerard Holdsworth Ltd. 
and directed by James Hill, goes 
out on January $ with Anona 
Winn as commére. 


A chink in the 


Iron Curtain? 


This week an envelope arrived 
at the Russell Square offices of 
the British & London Poster 
Advertising Association bearing 
the postmark of a capital city 
behind the Iron Curtain. Inside 
was a request for an entry form 
for the poster competition which 
the Associations are sponsoring. 

This is the first request from 
the eastern side of “the Curtain” 
and is a sign of the great inter- 
national jnterest that is being 
aroused by the competition. 
Requests for entry forms have 
now reached nearly 5,000. 


18 appeals on 
Trafalgar Sq. 
lights ban 


RESEARCH PRIZE 


A. E. Jones, of the North 
Thames Gas Board, has been 
awarded the Market Research 
Society's twenty guineas prize for 
the best market research paper to 
be submitted in the final examina- 
tion of the Association of Incor- 
porated Statisticians. 

Mr. Jones is on the staff of the 
coke department working on 
Statistics of production and sales. 
He will be presented with his 
prize by Louis Moss, president of 
the Market Research Society, at 
a meeting of the Association to- 
morrow (Friday) at the Institute 
of Physics, Belgrave Square, at 
6 p.m. 


Pocket wallet 
. . 
publicity 

Doctors on the British Medical 
Register are receiving an carly 
Christmas present, in the form of 
a pocket wallet, suitable for notes, 
visiting cards and other papers. 

It is the gift of British Cod Liver 
Oils (Hull & Grimsby) Lid., who 
thus commemorate twenty years of 
successful technical development 
of the British cod liver oil industry 
and mark their appreciation of the 
very much longer period during 
which cod liver oil has had the 

of medical pro- 


A brief note included in the 
wallet recalls the progress made in 
the last few years to make cod 
liver oil acceptable to all. 


A SNIP 
Nottingham branch of the Hair- 
dressers’ Guild is to start collective 
Press advertising in the loca! papers. 
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Club News 


Birmingham 


Ball for NABS 


a success 


Desp n ning which 
threatened heavy fog a large gather- 
mg a vided the Birmingham Publi 
enty “ m ball, held last Fr 
day Oldbur 1 aid of NAB 

Considerat help was given by 
local rading oncerns including 
W H. Rhod Lid J. B. Brooks 
Lid Lew Ltd kK Pryke, 
Gta Midlands Electricity Board 
ind Mor m Products Lid 
Donations wards the expenses 
which will help to swell the final 

wal for N.A.BS., were given by 
Hirmingham Post & Mail Ltd., Stagg 
Display ! A. Phillips & Co 


Century Publicuy, H. C. Longley 
Lid., P. & M. Adv sing Service 
Nicholls Dorrit dvertising Lid 
To ( Gough, Elliott Advertising 
tid. and G. A. Hoffmann & Co 
ltd 

The organming committee (Messrs 
Appleyard Heath ind )=s Luscott 
Evans) anticipa that a good sum 
will be forwarded to N.A.B.S. They 
" I! hopeful of further dona 
ons These may be sent to W. G 
Appleyard, at 18 Old Town Close 
Kings Norton, Birmingham, ¥) 


Women's Club 


Munnings dislikes 
film posters 


Si Alfred Munnings does not like 
th nodern tilm poster but thinks 
h oh p s ar excellent 
when they show plenty of “ai in 
he background 

! k to the Women's Adve 

cI f London he con 
do on th skill and precision 

d iking blocks for news 

™ production 

He al howed a colour picture 
ta I, which he had drawn with 
ul any mod nd which was used 

t+ well-known chocolate firm 

vne fifty years ago 

Sir Alfred was thanked by Mrs 
Mary Gowing, of S. H. Benson 
tid who said he was voted the 
best “box offic for thirty years 

, . 
Coronation 


arrangements 

Speaker at the Publicity Club 
of London on Monday, at the 
Waldorf Hotel, will be David 
Feeles, MP, Minister of Works. 
His subject will be “Coronation 
Arrangements.” 

it is understood that he will 
reveal some interesting new 
developments in the plans for 
which his Ministry is responsible. 

Mir. Fecles was a member of 
the committee that drew up the 
Conservative Party's Industrial 
Charter. Ue represents in Par- 
lament the Chippenham Division 
of Wiltshire. 


Londor 
¥ . 
Christmas guests 
Guests of honour at the Public 


Club of London Christmas lunchs 
at the Savoy, December 19, w ' 
and screen stars Peter | 

and Moire Lister 
ing in Mr. Ustinov's 
Love of Four Colonels.” 


both now apr 


play Th 


Birmingham 


Stars of “The Archers,” the B.B.C. family serial, attended 

Publicity Association's ball in aid of N.A.BS. In the group are (left to 

right): J. L. Verrinder (advertisement manager Punch’), Guy Fielding 

(appearing at the Plaza Theatre, West Bromwich), T. C. Gough (president) 

Miss Joan Winter (also appearing at the Plaza), Miss Pamela Mant 

(Christine Archer), Harry Oakes (Dan Archer), Miss Gwen Berryman (Mrs 
Archer) and Norman Painting (Philip Archer) 


Manchester 
‘2 8 . 
Giving the client 
a good show 
Jack W. Trigg, director of Camp 
bell-Johnson & Swarbrick Lid 
addressed Manchester Publicity As- 
sociation on “Public Relations in 


Commerce 
He told a questioner that the basic 


jualification for a R. man was a 
knowledge of the newspaper busi- 
ness 

\ lot of nonsense was talked 
ibou press contacts, he said 
What was wanted was a man who 
knew where a story lay im a client's 
business. A good consultant might 
come to London without a single 
contac n Fleet Street, but if he 
knew how to obtain and present a 
story he could ask a policeman the 


way to Fleet Street and secure first- 
lass publicity. 


The garbage of 
commerce 


F.C. Mackenzie, of W. S. Craw 
ford Ltd addressing Bristol and 
West Publicity Club, condemned 
the many trite phrases used in cor 


respondence, advertisement copy, 
ind traders’ facia boards. They were 
the of commerce, he said 
“Appalling statements” like “Ser 
vice ts our Watchword,” and “Come 
n and be Satisfied,” were described 
is outworn devices of a “tatty age 
There was a great future for those 
who would dare to address the 
public sincerely, he declared 


garbage 


Leeds 


Rallies and trials 


Wallace Diggle, local manager 
ind also publicity manager for the 
north for Shell-Mex and B.P. Lid 
gay film show to the Publicity 
( of Leeds which featured many 


nd trials in which his firm's 
prod . were prominent 


fherdeen 


Silk screen 


Jack Pirrie, of J. Pirrie, Display 
Artists, Aberdeen, gave a most 
ne ve working demonstration 
t k-screening, at the Publicity 
Ciu of Aberdeen’s Novemtx 
\ g mecting espite the 


1s imposed by being away 

tus workshops he gave con 

ong proof of the versatility of 
dium, 


Getting ahead 

Special crackers for the 
Fleet Street Column Club 
Christmas lunch will contain 
civic hats in honour of the 
City of London guests. 

Seven hundred and fifty 
will attend the lunch to be 
held at the Connaught Rooms 
on Wednesday, December 17. 

The Coronation Lord 
Mayor, Alderman Rupert De 
la Bere, M.P., and the Sheriffs 
will be chief guests, 


Southam pton 
Advantages as 
air centre 


John Webb, public relations 
flic Silv City Airways—who 
in cross ch freight and car 

ferry services ld Southampton 
Publicity Club that Southampton 
had many advantag an air 
mercantil een 4 ay Ss a Sa- 
por 

Mr. Webb said the firm would 

hike to mak p ble to link 
oad transport on the Continent 
ind in this coun providing 
an alr ry across the Channel 


Bradford 
Leading the world 


“Yorkshir Iw has heen 
world fa ss fo ho photo 
graphic printer nd Bradford has 

vh d th h j ifisman 
sh » th we shall 
bh " . a lead the 
world sand oH Broadley, of 
John Waddington I Leeds, and a 
member of the Leeds P ty Club 
ima k o This « Age” to 
Bradford Pub \ ion 


Glasgow 
plc! «hana 


Road to recovery 


A call to the G to bring 
o an end controls 
which had British 
cK ’ w trad 

df h to th 
prot { 
made t 1G 
wt d bD Ir Lid 
wh id Pub! y 
Club of G " 

Th G vd ‘ 
star ow ards tiden 
1B nation 
Sul Ho owas [he tempo 
must be speeded d. 
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Sheffield 
* . 
Buying v. selling 
“Good buying is a greater art 
than good selling” is to be the sub- 
ject of the debate which the 
Publicity Club of Sheffield will hold 


at its annual meeting with the 
Incorporated Sales Managers’ As- 
sociation on Monday. 

For the motion will be Cedric 
Buxton (Club) and (¢ Lyon 
(1.S.M.A.); against, Hugh Cameron 
(LS.M.A.) and E. R. Mottershaw 
(Club). 


Berks and Bucks 


They heard 
Dan Dare 


If costs are kept reasonable, tele- 
vision will become more powerful 
than any other medium, Humphrey 
F. Chilton, Horlicks publicity man- 
ager, predicted to the Berks and 
Bucks Publicity Club. 

But he warned that a monopoly 
in commercial television would be 
even more insidious than the present 
“beneficent dictatorship” of the 
B.B.C 


Mr. Chilton played over to Club 
members some recordings from the 
Dan Dare programme on Radio 


Luxembourg. Horlicks, he said, had 
been users of this station since 1933. 


The F. E. Cook National Cup which 

has been won by Regent Club, the 

award being coupled with the name 
of George Worledge. 


Coventry 
In vigilant mood 


Members of Coventry Publicity 
Association who have accepted in- 
Vitations to serve on an Advertising 
Vigilance Committee formed by t 


local Chamber of Commerce are 
John Winford of Wickmans Ltd., 
Eric Husselby of the Cogent Ad- 
vertising Service Lid., and W. M 
Maddocks of Anslows Lid. 

The Council has offered to the 
Vigilance Committee all its assist- 


ance and in particular its specialised 
knowledge of all fields of advertis- 


ing. 
In brief... 

Cc. W. C. Farrow (Fords Adver- 

using Ltd.) is the new chairman of 

the iol Club. Christmas 


dinner and ‘social evening of the 


Sheffield Club will be held at the 
Maynard Arms, Grindleford, on 
Tuesday. December 16 . Man- 


chester Publicity 


visit the circus at 


Association are to 
Belic Vue on 
Friday, December 19... . N 

ham Club will hold its first annual 
public speaking competition on 
mies 1 . Coventry Publicity 
Association is helping a_ local 
Christmas fund for the old folk. 
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NEWSPRINT: 
‘NO CHANGE’ 
FORECAST 


being 

severely restricted in the first 
half of next year, but it is 
hoped to maintain consumption 
of newsprint at its present rate, 
The maintenance of stocks at 


print Supply Company. 
“The Government have found it 
necessary to impose a severe 


1953,” says the statement. “We 
expect to receive from these 
sources only about half the 
quantity we received in the 
corresponding period of 1952. 
“This loss will be partially offset 
by increased supplies coming to 
us under our long - term 
Canadian contracts. It is also 
expected that there will be 
somewhat large deliveries from 
the British newsprint mills. 


ECONOMY 


“In the absence of unforeseen 
circumstances, there is good 
reason to hope that consump- 
tion can be maintained on the 
present basis during the first 
half of 1953. The next ration- 
ing period of 12 weeks, which 

on Sunday, November 
16, extends to noon on Sunday, 
February 8, and the page 
allowance for each newspaper 
will be the same in this period 
as in the last, subject only to a 
deduction in respect of non- 
publication at Christmas or the 
New Year. 

“The need for strict economy in 
consumption still continues 
and the rules of the Rationing 
Committee remain in force, 

“In order to safeguard the future, 
the directors of this company 
attach great importance to 
maintaining overall stocks at 
their present level. This level 
represents about 104 weeks’ 
supply at the current rate of 
consumption, and you are 
particularly asked to see that 
your stocks are not allowed to 
fall below this minimum. 


THE FUTURE 
“Should a further reduction in 
the equalised price become 


possible, it is the intention of 
the directors to apply the new 
price in such a way that news- 
papers will not benefit through 
failing to accept their current 
allocations and so allowing 
their stocks to fall below the 


Commons that arrangements 
for the second half of 1953 
had not yet been completed, 
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After ten years’ secrecy 


ADVERTISER'S WEEKLY 


Annee, etPeRt shows 


Best contemporary print Gam £289, 688 


will be 


preserved 


The British Federation of Master Printers has — a 
scheme by which the best contemporary examples of print 
will be selected each year and preserved for the benefit of 


posterity. 


Ultimately, the collection so acquired will reflect 


the progress of technique, taste and fashion throughout the 


years. 
The scheme will begin in 
January. During 1953, and again 


in subsequent years, members are 
invited to send to the Federation 
specimens of their print. All such 
specimens, irrespective of cost of 
production, will stand equal 
chance of selection provided they 
are suitable to their purpose and 
excellent in design and execution 

To keep it within manageable 
limits, certain classes of printed 
matter are 
excluded. 
These are 
printing on 


any sub- 
stance other 
than paper; 
books; peri- 
odicals for 
genera! sale; 
posters 
larger than 
double 
crown; 


printed pack- 
ages. 

Specimens 
for the col- 
lection, preferably not more than 
40 each year, will be chosen by 
a panel of three judges, changed 
for each occasion. 

The examples selected will be 
kept a close secret for ten years. 
Objects of this procedure are to 
free the judges from the influence 
of preceding years’ selections, and 
to ensure that printers whose 
work is chosen cannot exploit the 
fact to their advantage. 

Every year the specimens 
chosen will be stored in a con- 
tainer, which will be opened ten 
years later. The contents will 
then be displayed for a period at 
the Federation headquarters be- 
fore being returned to storage. 

The scheme will be operated by 
the Federation public relations 
committee, chairman of which is 
John Cheney. 


Sales drive for 
photographs 


The _ Sans of British Photo- 
graphers has appointed a Sales 
Promotion Committee to advise 
on expanding the sale of photo- 
graphy in all directions 

At the Institute's last Congress 
the members asked for instruc- 
tion and guidance in salesman- 
ship 

Main task of the Committee 
will be the dissemination of ad- 
vice and instruction to the mem- 
bers of the Institute by means of 
a special supplement in their own 
journal, at the annual Congress, 
and by sending speakers round 
the country 


John Cheney 


MORE CUTS TO 
COME 


Expenditure of the Central 
Office of Information this year 
is expected to be a good deal 

than the estimated 


less 
£1,653,000. 

This was announced by 
John Boyd-Carpenter, Finan- 
cial Secretary to the Treasury, 
in a written reply on Tuesday. 
He said he hoped to make 
further reductions in 1953-54. 

Exact comparison with pre- 
war expenditure was 
sible owing to varied 
responsibility. 


PROFIT 


[ 


In lighter style 


“Eastern Echo” is not a news- 
paper, though it looks like one. A 
popularised version in folio news- 
paper format, of the Eastern Gas 
Board's third annual report, it has 
illustrations on all four pages, 
resourceful typography, and a green 
title panel. Employees in the Board's 
area received copies last week-end. 


The value of colour ads 


Advertisements that have al- 
ready appeared in Picture Post 
are used to emphasise the advan- 
tages of colour advertising in this 
magazine's latest promotion 
brochure, Colour and Advertising. 

“We hope to contribute some- 
thing towards a more exact ap- 
praisal of colour’s real value, 
especially in magazine advertjs 
ing.” says George A. Cooper, ad- 
vertisement manager 

The advertisements, which are 
reprints taken from normal pro- 
duction runs of the Picture Post 
colour section gravure machines, 
are for Guinness, Wall's Ice 
Cream, Rowntree’s Fruit Gums, 
Bird's Custard Powder, Mac- 
leans Toothpaste, and Player's 
Cigarettes. 

They are backed up by an ex- 
planation of how colour sells 
goods, gives impact to an adver- 
tisement, enhances realism, 
strengthens pack-recognition at 
point-of-sale, creates appetite- 
appeal in foodstuff advertise- 
ments, exploits women's colour- 
interest, and adds vividly to the 


reader's actual enjoyment. 

Under the heading “Planned 
Colour” the brochure claims: 
“Colour advertising in Picture 
Post brings big results. It is not 
advisable to use it if your mer- 
chandising arrangements cannot 
meet the demand. It is in fact 
essential to plan the exact time to 
give your sales curve this power- 
ful shot in the arm.” 

A list of some eighty full- 
colour advertisers in 1952 is 
included 

As from January 1, 1953, states 
Mr. Cooper, all colour in Picture 
Post will be on a cancellable 
basis. Bookings at £1,600 per 4 
colour page, and £1,200 per page 
2-colour will be cancellable at 
six months’ notice prior to cover 
date. 


Creative side of 
film-making 


T. E. B. Clarke, the film writer, 
will address the Advertising Creative 
Circle on the creative side of film 
making a at their | dinner on Tuesday 


Printed in eight colours by British Colour Printing Co. Ltd, this new 
London Underground ;oof card was designed by the advertisement depart- 


ment of Spratt's Patent Lid 


George b natn (Advertising) Lid. placed 


the cards. 
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Roy Watson, alvertising manager 
iright), youngest member of Good 
vear Tyre and Rubber Co., Lid., to 
complete 25 years’ service, accepts 
gold watch from A. 8. Bishop, sales 
director As recipient also of the 
firm's gold service pin, he is one of 
16 employees who have totalled 40) 
years’ employment with Goodyear 


Batchelor 


(right), chairman of Batchelors Peas 


it.Col, Maurice W. 
Lid... and 3. C. W. Stead, produc- 
tion director, leaving London Air 
port last Saturday They are now 
studying the Seuth African canning 
industry and will cover 25,000 
miles in two weeks 
Young couple off 
to Johannesburg 


John Delgoffe, who has been a 
jumor executive with S. Craw 
ford Lid. and his wife, Alma, 
from the copy detail production 
department of G. S. Royds Lid 
leave to-day (Thursday) to join a 
recently formed agency, Kenyon 
Advertising (Pty) Lid., of Johan 
nesbure. lan D. Kenyon, directo 
and son of the founder, was trained 
here, and the agency is staffed by 
U.K. people 

* * * 


Bannerman Jeves has been 4) 
pointed creative director of Hervey 
« Goodman Lid. makers of 

“Liquid —_ electric signs 

. 


PrP. dD. “enent has joined How urads 
Press Advertising Ltd as 
accoun! executive 


Northern ad. 
manager for 
‘Daily Mail’ 


W. Friend y. been appointed 
as the new northern advertisemen| 
manager of the Daily Mail. Mr. 
Friend jomed Associated News- 
papers in May 1931 in the classified 
department and four years later 
was appointed in charge of the 
postal bargain department of the 
Daily Mail 

In August 1939 he was called 
up with the Territorial Army and 
served in France with the Royal 
Artillery He took part in the 
evacuation from Dunkirk and was 
eventually demobbed in 1946 hav- 
ing attained the rank of major. 

Two years ago Mr. Friend under- 
took «a business tour in Canada on 
behalf of Associated Newspapers. 
and on return to the Daily Mail 
was representative contacting radio 
and domestic appliance advertisers 

* + * 

Richard Cott, former Biro chai 
man and managing director, has 
joined the Derrick board as chair 
man. William Howlett, who relin- 
quishes the chair, remains on the 
hoard 


Ad. manager for 
N-o-W. publications 


A new appointment is that of 
Stanley Leach as advertisement 
nywnager of News of the World 
publics suons. He will deal with 
books and periodicals issued by the 
News of the World. Mr. Leach has 
been on the staff of Associated News 
papers for 21 years. He was for 
merly assistant advertisement man 
ager of the Overseas Daily Mail 
spent two years on the Contineniai 
Daily Mail and subsequently became 
northern advertisement manager of 
Associated Newspapers. 


Left shares in the 
business 


J. W. Friend 


Apes 


4 record number of retailers entered 
the Mars National Window Display 
competition. Here the judges are 
choosing the winning entries. Left 
to right: R. W. Grieve, display 
manager of Harrods; L. ¥ 
assistant to sales director, Mars; 
George Cooper, advertisement man- 
ager, “Picture Post Sumner 
(standing), sales director Mars; 
Towers, art director, Masius 
& Fergusson 
* . 7 
A. E. Thistle, who has recently 
joined Willing’s Press Service as an 
account executive, was formerly 
with George Murray (Advertising) 
Ltd. 


* oe * 
Jack Conroy has joined N. C 
Brown Lid., Heywood sicel equip 


ment makers, as advertising mana- 
ger. He was publicity manager for 
Lewis's Lid Manchester, from 
1947 to 1951, and then press mana- 
ger at the firm's head office publi 


city department, Liverpool 


pote 


Yorkshire Evening News picture 


Four senior employees of Design Advertising, Lid., the Leeds agency, whe 


have been left shares of the business under the wil! of the 


~ on Ma mg ing 4-4 
1. G. Miss M. Hc 
oa wall is ra _ 


ate Arnold 


who died last May. Left to right 


Miss RB. Barnes, J. G. Copeland. Pictwre 


Morgan-W illiam: 


Stanley Leach 
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Gordon H. Procter 


Falk heads market 


consultancy 


Roger Falk is director in charge 
of Marketing Development Co.. 
Lid., a newly formed associate of 
Production Engineering, Ltd., the 
industrial consultants. 

The other directors are the Hon. 
M. F. P. ow (chairman), F. C. 
; Blackstone, 


Charnock, E. 
. F & eEsanen, and Viscount 
Runciman. 


As previously announced Mr 
Falk is chairman of B.E.T.R.O 
(1952) Ltd., of which he and the 
other eleven directors give their 
services voluntarily. 

* * * 

Cyril Rowsseaw has joined John 
Edgington & Co. Lid. as 
production artist. He was formerly 
with City Display Organisation. 

* * * 


Gordon H. Procter has joined 
Samson Clark & Co., Ltd., as 
media manager. He was formerly 
an executive in the media depart- 
ment of the London office of Erwin 
Wasey & Co., Ltd. 


OBITUARY 
S. S. Dottridge 


Samuel Stevens Dottridge, forme: 
chairman of The Whitefriars Press. 
Ltd., and of the Standard Cataloguc 
Co., Lid., has died at the age of 79 

In 1951 he gave to the Printers 
Pension Corporation sufficient funds 
to found a pension, in the name of 
The Whitefriars Pension Auxiliary. 
to be known as the “S. S. Dottridgc 
Pension.” 

He is survived by his wife and two 
sons, Derrick, joint managing direc- 
tor of The Whitefriars Press, and 
Basil, joint managing director of 
The Standard Catalogue Ce. 


G. D. Glass 


The death has occurred of George 
D. Glass, of Alnwick, a former 
editor and manager, Alnwick and 
County Gazette. 
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SPORT 
& 


COUNTRY 


states the facts 


Every 100 


SPORT & COUNTRY 


farmers have 


312 Tractors 72 Milking Plants 
51 Tractor Systems 39 Muck Loaders 
53 Balers 


14 Grain Driers 


45 Combine Harvesters 


133 Motor Cars 


117 Trucks and Station Wagons 


A searching enquiry conducted among the subscribers to SPORT & COL \ITRY provides the facts detailed 


in a new promotion piece entitled “ SPORT & COUNTRY STATES TH! FACTS.” This establishes that 


80.1%, of SPORT & COUNTRY subscribers are farmers of the highest collet Information on acreages, 


| be mailed to 


mechanisation and stock is given in detail. A copy of this publication \ advertivers and 


their agents in the near future. If, meanwhile, you would like a copy dispatche| to you personally, please advise : 


GRAHAME E. BISHOP: ADVERTISEMENT MANAGER: SPORT & (COUNTRY: 195-198 STRAND: W.C.2 
(Telephone: TEMple Bar 5444) 


*Breed and agricultural societies, farm institutions, agricultaral machinery ood equipment makers, livestock 
shippers. ete., bring SPORT & COUNTRY’S total agricultural readership up to 84-8",, 
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The Fair that takes a year 
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ROYAL THEMES TO LINK WITH 
PRESTIGE SHOWS AT B.LF. 


A “sectional city” made up of 
pre-fabricated buildings specially 
designed for export markets, will 
be an innovation at the British 
Industries Fair in Coronation 
year. 

Featured on the first floor at 
Earls Court, this section will in- 
clude a complete school, a clinic, 


and several types of dwelling 
house 

Another new section, at 
Olympia, will be devoted to small 


craft It will 
yachts in full sail, 


include seagoing 
cabin crumsers, 


racing hydroplanes, one-man 
sailing boats, dinghies, and 
nautical equipment 

Main feature of the show in 


London. however, will be the tex- 
tiles and clothing section at Earls 
Court, where some 200 exhibitors 
will occupy 20.000 square feet 
of space--almost’ the entire 
vround floor 


Commonwealth display 


Leading firms are planning 
large-scale prestige exhibits on 
Royal themes, and many smaller 
stands intend to show special 
fabrics and clothing reflecting 
traditional State ceremony 

The Commonwealth display at 
Earls Court will be bigger than 
ever, occupying a site of nearly 
10,000 square feet where 23 
( ommonwealth Governments will 
display the skills and riches of 
their territories 

Works parties from all! over the 
country are expected at Castle 
Bromwich, where the products of 
the heavier engineering industries 
are shown 

Already, six months before the 
opening, a small army of de 
signers, architects and technicians 
is planning the disposition of a 
million square feet of tumber for 
flooring, another millon square 
feet for shell stands; 250,000 
square yards of muslin for stand 
roofs and draperies, and two 
miles of carpets and floor cover 


ings 
6,000 telephones 


Others are working out the 
positioning of 10,000 electric light 
fittings and 1,000 miles of wiring 
Decorators will order 12,000 
gallons of paint. Engineers are 
working on plans for the instal 
lation of 6.000 telephones 
Accountants must compute the 
cost of the four million units of 
electricity which exhibitors and 
the administration = wal use 
Caterers are thinking ahead of 
the 1,020,000 cooked meals which 
it is estimated, the visitors and 
staff will consume 

The Fair runs eleven days, 
but takes a year to organise. 

In time, materials, exhibits, 

space, services and promotion, 

it is reckoned to be worth £10 
million. 

A world-wide campaign to 
attract buyers has begun. During 
September the first BIF adver 
tisements appeared in the press 


of Australia and New Zealand 
The first batch of letters went out 
in an overseas direct mail cam- 
paign which will reach 130,000 
known buyers in 60 countries. 
The advance edition of the cata 
logue, which is in itself a valu- 
able reference guide to British 
industry, has gone to press and 
will be ready for distribution by 
sea and air all over the world at 
the end of the year 
70,000 posters 


Going out shortly will be 
400,000 descriptive booklets in 
nine janguages, 70,000 posters, 
40,000 showeards. Eight million 
coloured sticker stamps will be 
used on official and commercia! 
correspondence to draw attention 
to the Fair. Later the G.P.O 
will frank 300 million letters with 
its dates. Im the New Year a 
special campaign to interest home 
buyers will include a direct mail| 
letter and the distribution of 
250,000 folders, 


Mobile darkroom 


On-the-spot facilities for produc- 


are provided in 
darkroom for 


ing photographs 
ths new mobile 
Temple Press. 

The vehicle has sufficient floor 
space for a small staff to carry on 
several photographic processes 
simultaneously. Sleeping and cook 
ing facilities are in another section 

In addition to the essential photo- 
graphic apparatus which is built-in, 
the vehicle is equipped with a radio, 
public address system and electric- 
ally operated fresh water system. 

By the turn of a handle the name 
of the Temple Press publication for 
which the van is working at the time 
is shown on the blinds, which work 
on the bus direction indicator 
svsicem 


Mark Abrams on 
ad, statistics 


The Royal Statistical Society has 
published as a booklet, price 2s., a 
reprint from a paper by Mark 
Abrams on “Statistics of Advertis- 
ng appearing in its Journal. In 
his paper Mr Abrams discusses 
ind compares statistical information 
" sdvertising expenditure, the 
ources he examines being F. P 
Hishop's Economics of Advertising 
Kaldor & Silverman, Silverman's 
‘.Jvertising Expenditure in 1948 and 
he Statistical Review, 


volume of 
“Finan- 
figure has 
in Kensing- 
Instead of a 


With the increasing 
air-minded travellers the 
cial Times” symbolic 
made its appearance 
ton Air Terminal 

normal poster a cut-out 
made from masonite has been 
used to hlend with the cream 
background of the pillar behind 


figure 


What garage 
managers read 


Among 502 garage managers 
imerviewed during October 13- 
22, more of them (..c. 26 per cent) 
said that they had read Reader's 
Digest than any other monthly 
magazine during the previous 
four weeks, according to a survey 
prepared for the Reader's Digest 
Association Lid. by the British 
Market Research Bureau 

Reader's Digest came third 
when both weekly and monthly 


Magazines together were con 


sidered and second (to Radio 
Times) on the basis of regular 
readership, ic at least every 


other issue 


The survey also gives tables of 
garage managers’ preferences in 
daily and Sunday papers, and 
details of petrol brand signs 
sizes of garages, and other infor- 
mation 


‘Monopoly’ charge 


At a meeting of Bristol Plan- 


ning Committee last week, the 
chairman replied t question 
from Cr. E. S. Bishop. that there 
was a “near monopoly” in adver 


tising sites in the cr 
He stated that applications 


to erect advertisements from 
November 1, 195] October 
31, 1952, amounted to S$ by out- 
door advertising contractors and 
187 from other applicants, Of 
these, 42 of the outdoor applica 
tions Were approved and 180 of 
the others. Sites f sdvertising 
had frequently bex t by the 
public works comn 

The sites only we t. and the 
applicants erected necessary 
Gosatine. subjec ipproval 
the Planning Commutice 
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to organise 


PAMPHLETS 
CAN HOLD 
CUSTOMERS 


The role of pamphiets in ad- 
vertising is discussed in the 
monthly letter of the Royal Bank 
of Canada. 

“The pamphlet recommends 
itself to those who have things to 
sel] because it provides an oppor- 
tunity to tell possible purchasers 
interestingly and in some detail 
about the goods offered 

“Pamphlets which fail to attract 
attention and provoke interest do 
so because of one or more basic 
faults. They may spurn the real 
purpose of the pamphlet, which 
is to inform interestingly, to show 
the reader cither how to enjoy 
life or how to endure it. They 
may be all right as to the matter 
they contain, but all wrong in the 
manner of _ its presentation 
People of to-day want clear type. 
easy to read and attractive to che 
eye Pamphlets may be both 
interesting and well printed, but 
fail because they are sent to the 
wrong people. To have a mailing 
list of persons likely to be good 
readers is a benefit beyond price. 


Building goodwill 
“It is easy to over-rate an ad- 
vertising medium Pamphlet 


literature can well stand on its 
own feet as a medium for build- 
ing the goodwill of a business 
venture, if the matter and pre- 
sentation are right. But it must 
be remembered that an unknown 
but still great proportion of 
mailed literature is ‘filed’ in 
waste-baskets, often at mail desks, 
and never reaches the person to 
whom it is addressed 

“There are some special places 
where pamphlet advertising fits 
particularly well When a cus- 
tomer has been won. the forward- 
ing 10 him of accasional pam- 
phlets may hold him permanently 

“When an inquiry is received 
as the result of another form of 
advertising an attractive pam- 
phiet, giving enough information 
to convince the prospect that 
further investigation is warranted, 
will be an effective medium 

“And more important every 
passing year, there are pamphlets 
which are not designed to sell 
merchandise but to make friends 
Little essays having nothing what- 
ever to do with over-the-counter 
sales have been found to be 
builders of good public relations, 
and that is a state in which jt is 
easy to gain customers.” 


. 
Seeing stars 

In response to requests from 
overseas readers The Times Weekly 
Review has started publishing 
monthly annotated charts of the 
stars in the southern hemisphere to 
augment those for the northern 
hemisphere which have been a 
feature for many years 
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When this Wetepulling well 
—— thirty years ago... 


...the obvious 


Good Housekeeping 


where EVERY ADVERTISEMENT IS GUARANTEED and 
where that obvious first choice is more obvious still since 


feminine confidence in Good Housekeeping is greater than ever 


THE NATIONAL MAGAZINE CO LTD. 18-30 GROSVENOR GARDENS, LONDON, S.W.! 
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Spending power of ‘Woman’ readers 
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analysed further 


LATER SURVEY PLANNED TO LIST 
PROPOSED EXPENDITURE | 


A new series of reports on 
the spending power of Woman 
readers estimates their annual 
expenditure on some 20 
products at £228 millions. 

Ihe recent survey on the 
smount spent by Woman readers 
yy smoking is being followed by 
ther reports with equally umpres 
figures to demonstrate the 
value to the advertiser of the 


sive 


Woman market On coats 
dresses foundation garments 
footwear and stockings, Woman 
readers are estimated to have 
spemt in the previows year over 


£100 millions, according to a 
report published this week 

On coats and dresses they spent 
£56 milhons, on footwear 
on stockings £17} 
foundation 


Almost 
t234 millons 
milons and on 
garments £7 millions 
These figures represent what 
women spent on themselves, gilts 
to other People, or presents they 
have received are not included 
The survey was carried out 
in July on a national basis. A 


otal of 3,565 women wer 
nterviewed of whom 1,054 
were readers of Woman 
Check on garments 
Ihe report meludes much 
nformation on buying habits and 
divides coats and dresses into 
winter and summer types and 
shows how many of cach of 
these had been bought ready 
made, or made-to-measure, and 


how many were made at home by 


eaders. The number of garments 
bought in the’ past year s 
shown 

Ihe vast majority of women 


buying coats or dresses could not 
the brand name, 71 


give per cent 
of those buying winter coats 
could name no brand. and 71 pe 


cent of those buying summer 
coats; and brand names did not 
register with 77 per cent of those 
who bought either winter of 
summer dresses 

Shoes are divided into four 
types winter and summer shoes 
winter boots, and sanda The 
average price paid for cach type 
s given and, in code form, the 
main brands bought. These brand 
names wil ar de-coded for 
advertisers ashing for them 

The highest mention obtamed 
by any one brand of footwear 
was ¥ fx cent of those buving 
Most women could name th 


eee eee eer eee ree 


Another world’s 
record 


The November volume of: 
advertising in “Woman” is a* 
post-war record, and this: 
64-page issue-—on the: 
hasts of frm orders—is assured: 
of a new world record sale for: 
1 mass-circulation woman's: 
magacine : 


. 
. 
. 
. 
. 
. 
. 


ween 


Current advertisement rates: 
are based on a sale much: 
helow the present record: 

tfieure, this “bonus” being: 
t partly due to enlarged pre-? 
i Christmas — issues state? 
; Odhams : 


eee ECOUO OOOO Tiere 


brand of shoes bought, although 


a substantial percentage of cach 


type were unaware of it, between 
) per cent and 40 per cent for 
shoes and boots, and over 20 per 
cent for sandals 

Figures for stockings show that 
seven pairs was the average num 
ber bought by Woman readers in 
the past year, The average 
price per pair was 8s, 8d., but a 
quarter of readers paid an aver 
swe of more than IIs. per pair 

Foundation garments, corsets. 
corselettes, roll-ons, pantee 
girdles, suspender belts and bras 
sicres show very considerably 
the inflwence of age on the type 
of garment purchased. Here again 
brands are given in code form 

Another, later survey wil! dea! 
with proposed expenditure on 
cycles radios, radiograms. 
1.V.. electrical appliances, furn: 
ture and floor covering, and wil! 
show that £52,700,000 is planned 
for spending on these goods dur 
ng the neat six months 

Already booking of colour 
:dvertising spaces in Woman for 
1953 promises to exceed this 
year's, despite increasing com 
petition in this field, 


pens 


. . . 
‘Free publicity 
. 
for Harrogate 
W. W. Baxter, Harrogate’s 
entertainments and publicity 
nanager, in his annual report to 
spa’s publicity committee 
tes that Harrogate has had the 
conference year in its 
story. He assesses the value of 
e” publicity as the result of 
press reports at £139,409. com 
pared with £77,420 in 1950-1 


This evening gown ts made of 

er sue -60 yards of if Ir 
wa used , lemonstrate the 
strength and sofiness of the 
material al a recent press party to 
niroduce the new compact Size 
Velvet cleansing and handkerchief 
issue The party was arranged by 

I. Murray-Smith Ltd 


Imports of board 
for packs 


Ihe Par 


nounced 


wT 


that 
kraft liner board and 


Contro| has an 
imports of pure 
test liner 


will be confined to manufacturers 
of fibreboard cases and supplying 
nerchants in the first six months 


of neat yea 
now 
ing of a 
consumer 


widely us 
considerable 
goods 


breboard cases are 
ed in the packag 
range otf 


Total combined value of kraft 
iner and test liner imports in the 
first half of next year from all 
sources well be nited to the 
value of £2,011,750 cif. United 
Kingdom port. of which 


£1.558.665 


may be 


censed for 


mports from North America 


Lending library’ 


for display 


The Display Cen vf the East 
Midlands Gas Board s moved to 
larger premises Syston, near 
Leicester 

The area disp { exhibitions 
Wicer, G. S. Shorthouse, designs 
stands for more th exhibitions 
+ Year as well vr display 
naterial 

The Centre looks af he require- 


ments of the arca as a whole, which 
ncludes a hundred showrooms. 
During the winter w scheme 
will get under weigh on the lines of a 
display “lending lib from which 
ach division will draw a certam 
number of display year 

This is a new ind up to 
now most of the ¢ > work has 
consisted of stands the many 
exhibitions and ural shows 
held in the area thro wit the year 
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Ads. are oil for 
selling machine 


The only way to sel! any article 
to large masses of people is by 
advertising, Edwin J. Ornstien 
(managing director, Max Ritson 
& Partners Ltd.) told the Man 
chester Incorporated Sales Man 
agers’ Association 

“You can tell 8 million people 
on one Sunday through an ad 
vertisement in the News of the 
World, or 4 million people on 
a week day through the Daily 
Express, or 5,370 inhabitants of 
Wythenshawe on a Friday through 
the Wythenshawe Recorder, what 
it would take centuries to tell by 
personal! selling,” he said 

Advertising carried with it an 
imtangible thing called “prestige.” 
It was as if advertising, apart 
from the specific immediate jobs 
it did. also emitted a kind of 
lubricating oil, which greased al! 
the wheels of the selling machine 


It was more important. Mr 
Ornstien suggested, for a manu- 
facturer’s salesman to regard 
himself as a teacher of retail 
salesmanship than as a person 
who wanted to get a stock order 
His real object was to get the 
stocks moved off the retailer's 
shelves, not out of the factory 
warehouse. 


Planning sales 


policy 


Student sales managers last 
week heard Hal Saward, of 
Saward, Baker & Co., Ltd.. ad- 
vocate the planning of sales 


policy in co-operation with an 
advertising expert. 

Addressing the North-Eastern 
Student Branch, Incorporated 
Sales Managers’ Association, he 
said: “Too often the sales depart- 
ment only considers the point-of 
sale material—showeards, counte: 
cards, window bills, etc.—to con 
stitute advertising, without con 
sideration of the fact that only 
those who enter the shop or who 
afe passing see these things.” 


That front-page 
. 
fee 

While a change to front-page 
news could be made without alter 
ing the editorial point of view, it 
was plain that the Manchester 
Guardian's change of design had. 
in fact, created in the minds of 
many readers a different feeling 
about the significance of the news 
said Courtman Davies, the 
Guardian's production manager, in 
a talk to the Manchester District 
Design and Industries Association 


A.B.C. Figures 
Jan. to June 1952 


Copies 
Weekly 


CAMBRIDGESHIRE TIMES GROUP ‘<< Ofc: : TIMES BulLDINes, MARCH 
64,169 


London Representative 


64 Cromford House, 


: W. H. WALMSLEY 

69 Fleet Street, E.C.4 

Northern Representative : ARNOLD ELLIS 
Manchester 


Tel. Central 9353 


4 Tel. Blackfriars 6987 
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P AND UP GO THE SALES OF “WOMAN”! This 
week they soar to another new world record which 


places WOMAN far, far ahead of any other weekly 


for women! In fact sales have advanced to such an 
extent beyond the figure (announced last January) 


on which current rates are based that advertisers 


are getting a tremendous bonus. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS 
PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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W.. THE LARGEST SALE GOES THE LARGEST 


SPENDING POWER. WOMAN's readers are the biggest 
spenders in the women’s market. Look at these 
figures from a survey just made. On only 20* 
different products for personal use WOMAN readers 
spend over £228,000,000 in a year! And, in ad- 
dition, during the next six months they plan to 
spend over £52,000,000 on Writing Instruments, 
Bicycles, Radio, Television, Radiograms, Electrical 
Appliances, Furniture and Floor Covering! A 
proved market for advertisers in WOMAN! 


“Cigarettes, Toilet Soap, Dentifr Shampoos 


Winter Coats, Summer Coats, Winter Dresses, Summer Dresses, Stockings, Winter 
Shoes, Winter Boots, Summer Shoes, Sandals 


Corsets, Corselets, Roll-ons, Pantie Girdles, Suspender Belts, Brasveres and Chocolate 
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HE ADVERTISEMENT BOOKINGS this year for 


colour and monotone in WOMAN’s record pre- 


Christmas issues constitute the greatest investment 
ever to be made in any woman's paper or popular 
weekly. WOMAN's tremendous success will continue. 
Succeed in 1953 with WOMAN — Britain’s 


greatest, most successful A.B.C. sales force to 


women! 
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COMMENT 


UNTIDY ACT 

In the Queen's Bench Divisional 
Court, the Lord Chief Justice 
commented on the regulations 
affecting outdoor advertising. 

He said: “These Acts are compli- 
cated enough in all conscience, 
and if this case comes to the 
attention of the Minister it is 
hoped that he will exercise his 
powers of tidying up... an 
untidy situation.” 

Experts at the Ministry are now 
working on a revision of the 
Town and Country Planning 
Act. Their brief should be 
extended to cover the regula- 
tions made under the Act 
which fetter the free develop- 
ment of outdoor advertising. 


No complacency 

Some sections of organised ad- 
vertising are happy because 
they observe that the danger of 
legislative action against ad- 
vertising has receded. 

But there is no complacency in 
any section of the outdoor in- 
dustry. Sign, poster and 
transportation interests know 
that they must still battle 
against ignorance and preju- 
dice. 

Now they have the opportunity 
to press their case again. 

They must continue to urge on 
the Minister the necessity for 
the removal of anomalies, the 
restoration of a greater degree 
of freedom and the institution 
of some system which would 
lead to more uniform interpret- 
ation of regulations by local 
authorities. 


STUPIDITY 

When Salford Council rejected a 
scheme to sell advertising space 
on corporation buses and save 
the ratepayers £6,000 a year, a 
member declared: “We have 
no hesitation in increasing 
fares because we cannot make 
ends meet.” 

Another said: “It has always been 
our policy to keep the fleet as 
handsome as possible.” 

Here we have a fine example 
of the hansom cab mind. 
Discriminating authorities in 
Edinburgh and other cities 
have found transportation ad- 
vertising attractive. But what 
is good enough for the centre 
of Scottish culture is not good 
enough for Salford. So the 
ratepayers must pay for their 

city elders’ stupidity, 

Advertising must find ways and 
means of educating such 
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GUEST COLUMN by A. EVERITT JONES 


ADVERTISER'S WEEKLY 


Chairman of the committee organising the 
1953 Advertisi ry pool Conk 


The battle for standards 


JN the plush and glitter of 
the Dorchester the Institute 
of Incorporated Practitioners 
in Advertising (mercifully 
recognised as the “Institute”) 
the other night came to its 
Silver Jubilee. The surviving 
founders and those who fol- 
lowed them can reflect with 
satisfaction on the task accom- 
plished. 

Of these twenty-five years, it 
was the first dozen which mat- 
Since 1939, the politics of 
advertising has enjoyed compara- 
tively the quiet of a man in a 
pilaster cast 

The Institute was born in 
anarchy and obviously © was 
christened in a hurry. How many 
of its members can stand being 
called publicly an “incorporated 
practitioner” without a wince? 
In 1927 the advertising world was 
red in tooth and claw. There was 
little sanctity of the fixed rate, no 
universal regard for the retention 
of commission, few inhibitions 
on the kidnapping of accounts. 
Fleet Street Space Irregulars 
roamed the countryside and when 
their commanders were not 
soliciting space, they were collect- 
ing alms for a fallen comrade. 
Huddied in the attic were the 
creative men recognised only in 
an inferior way as being “handy 
with their hands.” Nobody was 
really interested in standards or 
codes or status. It was the back 
end of the gold rush 

lt was of course the most 
cynical of decades and of trades, 
advertising was the most cynical 

The paramount need of the 
harassed agents was a defensive 
allance. It was either too late, 
vr too early to effect a change in 

> commission standard of exist- 
ence, a system which brands 
igents as “kept” men of the press 
and can make a mockery of their 
ippointment as consultants to 

clients. From those early 

yS it was inevitable that the 
main concern of the Institute was 
organise as a trade association 
idvertising agencies, to estab- 

ish order in their own ranks and 
tu negotiate, first from weakness 
and later from strength. It had 
to set up its own tribunal to try 
ts own members when need arose, 
to condemn others, but it is 

a court with little power for sanc- 
tions lie elsewhere. It is not the 


tered 


Institute 
agents 
The more ambitious task came 
later- to make that part of adver- 
tising which it controlled a pro- 
fessional body. kt would not be 
unfair to say that in this it has 
been less successful. Indeed, this 
must obviously be a preoccupa- 
tion with those in whose hands 
the Institute will face its future 
The Institute, like most other 
forms of organised advertising, 
must now bevin a re-examina- 
tion of its own place and func 
tion. 


which recognises” 


If it is to be really effective on 
the professional side \( ought now 
to be concerned with the falling 
standards of advertisements them- 
selves. The freshening wind which 
has followed the change of mar- 
kets, instead of invigorating the 
creative spirn of agencies, looks 
like chilling it and we are 
approaching the same kind of 
banal level of mediocrity that has 
characterised American practice 
for some years. 

If the Institute 
rather than deplore |! 
sponsored television 


o welcome 
‘¢ arrival of 
and logic- 


ally radio as well) has it yer en- 
visaged what that change wil! 
mean to its members, whether 
they are proprietors of agencies 
or engaged personnel? 

Is it going to be concerned 
with the setting up of profes- 
sional! standards for gag writers 
and the composers of tunes for 
sales jingles? 

Will it concern itself at all 
with the inevitable decay of 
artists, typographers and copy- 
writers who will, in part at any 
rate, become redundant” 

Can it not foresee the loss of 
something important when it 
goes into partnership with the 
Show Business and Tin Pan 
Alley? 

It could be 1927 all over again 
and all the good, hard labour of 
the last twenty-five years laid in 
ruins Advertising has few 
friends. Industry regards it as a 
necessary evil. Politicians seem 
to hate the sight of it. The pub 
lic could easily be persuaded that 
it is not an indispensible feature 
of the Welfare State. The Insti- 
tute is not at the end of its 
labours. In many ways it is at 
the beginning. 


To-‘morrows TOPICS 


@A scheme is being prepared 
by the Advertising Association 
to encourage young men and 


women in the industry. A 
committee was set up to con- 
sider youth problems follow- 
ing the International Advertis- 
ing Conference, at which the 
aspirations of the younger 
generation were so strongly 
emphasised. 
Hopes are high 
and television ind 
the severe rest 
hire purchase w 
lifted. This would 
big advertising « 
the battle for th 
ket—certain to 
sive in Coronat 


the radio 
stry that 
tions on 
soon be 
lead to 
paigns in 
etail mar- 
respon- 
) year. 
audience 
ivertising 
mber 25) 
» be pub- 


The survey of 
for outdoor 
(this column S« 
is now expected 


ied to the West Country 


lished early in January. 
Sponsors are Outdoor Pub- 
licity Ltd. 
Important developments in 
self-service retailing are 
taking place in Scotland. 
Scope of some stores is to 
be extended—-with a wider 
range of products on the 
shelves—and moves are be- 
ing made towards the crea- 
tion of super-markets on 
the American pattern 
New headache pill is coming 
on 10 the British market. It 
will be launched with a full 
scale publicity scheme. 
Nearly 30 applications for 
licences to operate commercial 
TV stations have been received 
by the Postmaster-General. At 
least four of them are from 
national newspapers. 
ROUND TABLE 


sristoL EVENING POST 


with more than 130,000 daily circulation 


Head Office: SILVER STREET and BROADMEAD, BRISTOL London Office: 65 FLEET STREET, E.C.4 


ee 
"s Pe Ll ee : 
es 
- 
~ 
4 
; 
ce / | 
a ‘ 
es 
‘1 
aa 
- 54 _ ~ . _ _ ' , 
I i 
= * 
© 
4 a sates 
’ ® | 
" . 
a 
$ 
people. 
Pans wi ee ly 
. ae" 7G, * ¥ 
cy om 
cs -. ‘oy . 
' —_ > rd : 
OR A ry ee 
- —— ¥ ee 
~~ > 
: ¢ ne 
i i So a 7 ee 
* ee = ea: (Ul ore 


tive 
that advertising was at a stand 
still 
without 
gether 
words 
were 


lor 


{ 


Research ts 


ib have i 


\OVERTISER'S WEEKLY 


416 


Taking off almost all your clothes in public 


CLEVER? OR CLEVER-CLEVER? 


asks COPYTASTER 


| was only yesterday that a 
former president of the Crea 
Circle complaining 


Health Service had given every 
body a pair of extremely powers 
ful spectacles Which could not 
nly read the smallest type but 
cad ut at a right angle 
All thes is modern art 
imino Philistine sort of way 
Strong words —-ftighting can that the ae of 
most certainly he different elements in the space 
ind I'm mightily glad it's s pleasing to the and not 
rot | that has to swallow them — entirely haphazard 
it the sight of this new series But who buys typewriters 
Olivetti: typewriters Who really decides that Mr. B.'s 
bor you have an Olivett 
t ndubyt d of a Royal or an 
least fea f i”? Do you imagine that 
suspect, was the idea that | went to any lengths to 
Bunk; and we w Perhaps they did. bu 
that in a Iwo case My OWN eXperience 
rt he the that vou has been freakishly exceptiona 
sftention have found that whether 
was actually placed by 
lothes in public and standing on directors or officia 
head Which «s perfectly ve f a firm. the women 
as long as you don't fecided. And I cannot be 
though the kind of onvinced that an advertis 
wl Pp depends on campaign lke this would 
you do when you do uw iny favourable impression 
whether y« y whatever on a woman's mind 
however that this is 
good 


men, it is a 
campaign? 1 think 
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The only 


morning paper 
published in Wales 
and a Power in 
the Land. 


WESTERN 
MAIL 


AND SOUTH WALES NEWS 
Head Office, CARDIFF. Tel. 33022 

H. HARRISON 

London Office, 176, Fieet Street, E.C.4 
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These people did indubitably 
have two ideas. One, | suspect, 
was that Research is Bunk 
The other was that you can be 
be sure of attracting attention 
by + Standing on your head 


how it can fail to sell the goods 
. * , 

HANNEN SWAFFER has been 
saying that he once was sacked 
from the Daily Express for using 
word commence” three 

in a short item of news 

was surely a lesson to him 
and I wish that the War Office 
or the Central Office of Informa 
tion kept an equally strict eye 
on the copy for Naafi, In the 
supplement of The Times 1 find 
1 Naafi announcement (1 can’t 
bring myself to call it an adver 
tusement) as fantastically stodgy 
and mysterious as a Naafi bun 
or wad ‘The attention of em 
plovees of young men who are 
about 70 commence, or who are 
already carrying out, their full 
time National Service training in 
Her Majesty's Forces is invited 
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WW HEN THE OBJECTIVE ts to introduce 


outstandingly good merchandise to a lively, 
responsive readership with discrimination 
and purchasing power—one of 

the first journals that springs 

to the minds of experienced advertisers 


is The SAKETCH ! 


GEOFFREY PHILLIS 

Idve>tisement Manager, 
Ingram House, 195 Strand, Loud 
Temple Bar $444 


MANCHESTER: 


4 Chapel Walks; Blackfriars 41 29. 
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Clever ? or Clever-Clever ?—continued 


| : : O | O he 5 PO R : 1o the letau f an Emergency Page with a picture ofa delight- 
R 


eserve whicl fiers, for their ful miniature sedan chair by 

part-time compulsory — service Fabergé with the caption “The 

GAZINE special interests to those whose Treasure Exquisite.” In case your 

THE MONTHLY MOTORING nA civilian occupations are (or will memory is fugitive may | remind 
he) nnected with foodstuffs, you of Dorothy Parker's review 

catering, groceries, provisions and of “The Home Beautiful,” when 

Published on the Ist of their allied distributive trades it appeared on Broadway. “The 

(clerks and accountants are also Home Beautiful” she reported 

Month for over a neluded) That is the first with stately courtesy “is the play 


lousy.” 
Quarter of a Century 


the 


. - * 


FINALLY, ] WANT you to read 
this copy for Ovaltine. For some 
reason nearly al! Ovaltine adver- 
lisements look alike to me with 
their neat but undistinguished 
lettering and dreary typography, 
but when I do read them | am 
often struck by the sincerity of 
the copy—a sincerity that is 
helped, I think, by the extra- 
Ordinarily naive style—or lack of 
style. Listen 

Gravely the little doctor 

makes his pronouncement, and 

with a proper concern the little 
mother hangs upon his words. 

No need to worry, really 


it is just make-believe. For it 
Monte Carlo loved is the way of very young 


than those achieved through = "G20 wnernei the powwap world 


errs Canes Hak Tom Tm OF THE TOW You may think it a pity that 


Advertisers delight in the 
results they obtain and 


claim that they are better 


e ° re P wwe in the years to come their 
a ny other motoring medium ws Soeaene ae : fancies must be resolved into 
stern realities But there is 


nothing you can do to arrest 
the hand of time, although 
there is much that can be done 
now to help your children to 

\ ascline’ Gadd] Shain po build for the future. What is 
. , alien . - more essential, for instance, 
5 ee eaten at se ee than well-founded health and 
fitness to prepare them for the 
fight ahead? 


GUARANTEED CIRCULATION ‘Whether an gue rtisement like You should never forget the 


this sells goods or not, it should importance of correct and 


ot 


he discouraged adequate nourishment to estab- 


. lish a sound physical constitu- 

tion. Do not imagine that the 

exceeds * copies sentence, and s« —— ought to average adult diet is good 
be rt cd 0 


court-martia 1 a charge 
Dede > — 


Paecptinhd EAN A 


of cruelty to civilians. 1 forget 
the penalty. Something lingering 
with boiling I'm almost sure 


Members of the here should be boiling oil. 


Audit Bureau of Circulations 


With THE HEADLINES ‘Mont 


Carlo loved the his its in her 
hair British gir hair the 
talk of the tov Vaseline 
Liquid Shampo makes a 
bold bid for least 
behevable advertis« of the 
veal It shines ju ¢ satin,” 
French models pra |! Barbara 
: Sanderson's ha Hi do you 
Advertisement and Editorial get such lovely h is?” “4 
told them I use V aseline Detorwee 5 
Offices Brand Liquid S »” sad OVALTINE => ~ : 
arbara ou st Ve seer The Mork eaasee tt 
how envious they » cans prpater Gal Geemage 5 lee eaten - 
15/17, CITY ROAD, LONDON, EC oor ae a Eueess 
, this sells goods « t should ; Bose 
be discouraged 4 great 
, nany people w will be 
: Telephone MONarch 8944 ciatnred tit an "os ‘IT am often struck by the H 
put it mild : reckless sincerity of the copy ae 
eXaggeratior vill there - ; 
fore be 7 < s of a | 


enough for your child. Consider 
how rapidly children grow and 
. . . develop . how prodigally | 
they use up enerey . how | 


TEESDALE PUBLISHING CO. LTD. ,;Jch/ee.! type = Continued on page 422 


advertisements 
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Two DIFFERENT but valuable markets are represented by the 
Tycoon. He is The Economist’s (not wholly serious) symbol for 
the kind of readership it achieves. He represents the successful 
man who spends handsomely not only on himself but on behalf 
of the companies that he directs. The range of his needs is wide: 
from personal luxuries to industrial plant, consumer goods to 
capital goods and services. In The Economist, his favourite paper, 
the tycoon expects to find advertised the things that he wants to 
buy. That is why sales of space in The Economist have more 
than doubled in the last few years. 


The Economist 


22 RYDER STREET LONDON SWI WHITEHALL 1511 


ADVERTISER'S WEEKLY 


SOME ADVERTISERS WHO USE THE ECONOMIST 
T.W.A., SHELL CHEMICALS; HUMBER LIMOUSINES; 


MOND ‘NICKEL; DAIMLER CARS, TUBE INVESTMENTS, 
LA TROPICAL CIGARS; HAWKER SIDDELEY; 
DUNLOP TYRES; VICKERS, ABDULLA CIGARETTES, 


MONSANTO, WHITE HORSE WHISKY; BRUSH ABOE 
GROUP, B.E.A.; PLESSEY ENGINEERING, CLYDELLA, 
PYREX, AUSTIN, ENGLISH ELECTRIC, MOSS BROS.; 
MULLARD, JAGUAR CARS; IMPERIAL SMELTING; 
CANADIAN PACIFIC, CIMENT FONDU; A.C.V.; REED 
PAPER GROUP; K.L.M.; FERRANTI RADIO; 
SWISSAIN , PRITCHARD WOOD & PARTNERS ; 
ALBRIGH 1 & WILSON; W.S.CRAWFORD; SCHWEPPES, 
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ADVERTISER'S WEEKLY 
THE FRUJADE CAMPAIGN 


Peter Ray presents his 


Frujade package designs 


N designing a packaging 
scheme for Frujade tablets, 
I think it is not only neces- 


sury, but also possible to take 

into account each of four 

factors 

1. The principal potential market 
st a “popula level 

> A possible widening of the 
narket to include class \ 
ind the more conservative 
buyer 


Ihe requirements of the produc 


tself, namely protection of the 
tablets from the atmosphere at 
ill stages, including after pu 
chase 

4 the econome mits of = the 


THE BRIEF 
fn extract 
le by R. S. Caplin 


from the 


Ihe packaging department of 
e AW. Advertising Agency 1s 
ished to present its suggestions 
for the packaging of Frujade in 
! Units, each containing 
twelve tablets, with fully ex 
planatory leaflet or labe 
a 


Display outers, cach cor 
taining 3 dozen units 

3. Non-returnable whi 
cartons, each 
12 display outers 


sale containing 
The unit pack must compicte 


tect the tablets from atmos 


pheric action when on retailers 
shelves, as well as from damage 
1 transi It would also give a 
reasonable neasure of Atmes 


pheric protection to the unused 
tablets when the pack has been 
opened in the home. The tota 
cost of production of the unt 
packs, display outers and “whole 
sale” cartons should not exceed a 
nett figure of 2d. per unit, on the 
basis of an initial order for 

million unit packs and the cor 
responding nurnrbe« of dispiay 


outers and “wholesale” cartons 
Full details of the time required 
for the various stages of produc 


thon must be given 
bref, a ving a un cos f 
wt more than 2d pe ve 
tablets, including display 
mod wholesale packings 
1 recommend that the tablet 
should be sealed individua 
Cellophane by the Scaltite 
cess (patented by the Ivers Lx 
organisation), each toftw 
being wrapped round a d 


card with six tablets 


PETER RAY, F.S.1.A., 
typographer, is the packaging specialist in 


designer and 
the “1d. Weekly Advertising Agency” team. 
Vice-president of the Society of Industrial 
irtists, he is consultant to Colman, Prentis 
and \arley Litd., und editor and designer of 
and 3. 


‘Designers in Britain,” vols. 1, 2 


forms and types having the fresh, 
sparkling character inherent to 


secured 


Selo 


unit 18 
seal (e.g 


each side The 
the card by a 


ape) across the two ends, or by Frujade The slours for “he 

sulomatic crimping to the card display card are lemon yellow 

yng the bottom edge. The card background, red title lettering 

double sided, has a wide top with white aeration spots, and 

for display, is printed on green for subsidiary topy. This 

sides so that it continues colour scheme would be used for 

» whichever way it is placed ill =flavours ndividual fruits 

ind is ample space for addi being indicated in red (printed 

" selling copy list of with the title) on a white strip at 
flavours. ete. on the area under (Continued on page 422) 

iblets 


The display container, to hold 
hirty-six packets in two rows ol 
ghteen displayed upright, should 
% of a patent construction which 


s delivered to the manufacturer 

flat but provides double 

ckness of board at both sides 

ple thickness at the back. and 

\ { cut-away front with triple 
ckhness at the lower edge 

the wholesale “outer” should 


1 standard fibreboard packing 

i twelve display containers 

tr iid carry a label in the 

olours pasted diagonally 
each of the four sides 


l cost of the items as recom 

ded. based on a production 
£4 million unit packets of 
welve tablets 1s 


Ss sacking in cellophane |. 344d 
1’ ards in 3 colours 
varnishing 24 
! mate n 4 ¢ 
th I 
wut and labels ld 
Unit ” | Saad 
Production times for the 


ne recommended are 
d by the printing of the 
our display containers 
should not exceed eignt 


desien of the individua 
tems combines the use of 
right colours with letter 


he display container, printed 
in 4colour photo lith 


1952 
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RAE aA A THN i | NO 


The Frujade articles are in- 
tended to demonstrate, taking an 
imaginary product as an example. 
how an advertising campaign 
should be prepared. They are 
written for “Advertiser's Weekly” 
by a team of experts. 

RK. S. Caplin’s opening article 
(October 23) was a “brief” to the 
“Ad. Weekly Advertising 
Agency.” It described the pro- 
duct, a new fruit drink in tablet 
form, surveyed the market, out- 
lined sales plans, stated the 
appropriation and the objective. 


On November 6, Howard Wad- 
man outlined a creative approach 
to the problem of advertising 
presentation. 

This week's article on pack de- 
sign will be followed on Decem- 
ber 4 and 11, by two in which 
Mr. Wadman will visualise the 
actual advertisements and present 
his copy. 


Subsequently, other members 
of the team will write on layout 
and art work, poster design, films 
and mechanical production. 


“Advertiser's Weekly” has 
offered to student readers a prize 
of £5 Ss. for the best article, of 
not more than 1,500 words, on 
the Frujade campaign. This can 
either outline an alternative 
scheme, within the terms of the 
brief, or explain why the writer 
would have taken a different line 
if working on any part of the 
scheme. 


The winning article will be 
published at the close of the 
series. 
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ADVERTISER'S WEEKLY 


The volume of 
industrial advertising in 


THE FINANCIAL TIMES has 


grown as the READERSHIP 


among Top Management 


has grown 


SIDNEY HENSCHEL 


ADVERTISEMENT MANAGER 72 COLEMAN STREET E.C.2 
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ADVERTISER'S WEEKLY 


A reguiar 
advertisement in 


THE 
ILLUSTRATED 
LONDON 
NEWS 


will bring you 
business... 
and it may 
well be 
big business 


WJ COW AN” ADVERTISEMENT MANAGER 
Ingram Howse 195 198 Strand london W.2 
Temple Bar 5144 


David 


ALICHING. Northern Representative, 
4. Chapel Walks MVM 
Telephone Biacktr 


nehester 


roars 4109 


4n 


The Frujade campaign—continued 


The Frujade unit 
pack Tablets are 
sealed individually 
in Cellophane by 
the Sealtite pro 
cess, cach unit / 
twelve being 
wrapped round a 
display card with 
six tablets to view 


on either side 


the head of the card 
colour of the tablets 
tional identification 

container echoes 
the card, with the 
drawing of fruit with 
ping into a glass 


Frujade tablet No 


ihe 


been made to introc 
alities into the design 
ife of the container js 


with the 
of press adver 
to Various 


cormneide 


gives 
The display 
colours ct 


addition of a 


The self 
add 


juice drip 


contaming a 


empt has 
ce person 
since the 


unlikely to 
Zing series 
its addressed 


age groups 


The front panel carries a bold 
price notation wit with the 
cut-away frome panel should 
encourage self rvice 


The use of co 


the wholesale outer 
drabness normally assoc 
this type of packing T 
pasting of the ye ‘ 
red label demands 


care in the 

The types used 
Italic for sub-title 
Antique for base lin 
I rujade is drawn 
Antique, with an uy 


pasting 


the horizonals. and 

widened at the head 

ated with “aeration 
I have made my 


tions for Frujade 

n the terms of t 

consider that the 

put forward has 

(additional) pract 

(a) The sealing 
Cellophane on a 
gives better : 
than would be a 
packing cact 
tablets in a gias 
phial th 


Yack 


copy etc 
(bh) The appear 
hy this meth 


fo counter 


huve re<red 
product 


method 


ic) The 


oured labels on 


:voids the 
ated with 
¢ diagonal! 
green and 
10 special 
eration 
ire Blado 
ind Latin 
The title 
n Latin 
d slope o.1 
vertica!s 
d decor 
ts. 
nmenda 
aging with 
ef, but I 
vw I have 
following 
lvantages 
tablets 19 
splay card 
results 
eved by 
f twelve 
yy metal 


space for 


the display 


> much 
nservati 
type of 


affords 
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protection to tablets from the 
atmosphere, up to consumption 
stage, but also does not require 


the protection in transit 
demanded by, for instance, 
glass phials 

(di The unit of twelve tablets 
with or without the card, *s 


particularly suitable for casual 

consumption, e.g. by children 

for picnics, by kiosks catering 

for cyclists, et 

My acknowledgments and 
thanks are due to the following 
for technical advice and costing 
on packaging, display containers 
and wholesale “outers” respec 
tively: Ivers Lee (Great Britain) 
Ltd., Boxfoldia Ltd., and Thames 
Board Mills Ltd. 


CLEVER? OR 
CLEVER-CLEVER? 


Continued from page 418 


active are their minds and 

bodies,” etc. etc., for another 

fifty words. 

That seems pretty good, 
imaginative writing The author 
doesn't by any means under 


estimate readers’ intelligence, and 
he has tremendous faith in his 
ability to hold their = interest 
without tricks and carrots to lure 
them on. My guess is that most 
people who embark on the copy 
do stay with him to the end, and 
it 8 a pity that the designers can’! 
make the copy scem more invit 
ing. Merely putting the headline 
nearer to the copy would have 
been a help 

But it is a good advertisement, 
and I particularly like the absence 
of catchpenny tricks and claims 


It will be a pity if the rigours 
of competition ever force Oval 
tine to abandon their sweet 
reasonableness and make exag 


gerated claims 
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THE SOUTHAM MARKETS 


ADVERTISER'S WEEKLY 


£136,568,000 


was the sterling value of United Kingdom exports to 
Canada during the year |95!. 

Space does not permit an analysis of these figures by 
trade groups, but they do provide evidence of the value 
of the Canadian market to Britain. 

Give Canadians the opportunity of buying your product . . 
by telling them what you have and where they can get 
it...and you will find the traditional respect for British 
quality and workmanship is still a major reason why 
Canadians like...and buy British goods. 


Canadian daily newspapers are the acknowledged[spear- 
head of any advertising campaign in this market of great 
distances ... The Southam Newspapers reach 1,500,000 
Canadians every week-day in the Provinces of Ontario, 
Manitoba, Alberta and British Columbia. Copies of the 
newspapers—together with information about the 
markets served—will be supplied by F. A. Smyth, 
British Representative of The Southam Newspapers 
of Canada, 34-40 Ludgate Hill, London, E.C.4. (phone: 
City 2784). 


A eR RON ECT OS ee 


THE OTTAWA CITIZEN THE HAMILTON SPECTATOR 
THE CALGARY HERALD 


THE WINNIPEG TRIBUNE 
THE EDMONTON JOURNAL THE VANCOUVER PROVINCE 


THE SOUTHAM NEWSPAPERS OF CANADA 


THE MEDICINE HAT NEWS 
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t 
will be 


d great year 


Or 


The 


‘TATLER 


be sure 


it figures 


in your plans 
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‘Too many travel ads. are 


The psychology of advertising 
the tourist trade was dis- 
cussed by Dr. R. L. Sedgwick, 
of Saward, Baker & Co. Ltd. 
at the annual conference of 
the Institute of Travel Agents 
at Hastings. In this extract 
from his address, Dr. Sedg- 


HE objective of travel ad- 
vertisements is to reach 
customers in a receptive atti- 
tude, to make a _ propitious 
impression and then hold on to 
that advantage until sale is 
achieved. 

To be successful the advertise- 
ment, be it poster or press Or any 
other medium, must achieve three 
things 

(i) It must arrest attention. 

(ii) It must excite and hold 
interest 

(iii) It must leave a permanent 
impression. 

You can attract attention in a 
variety of ways: by size, isola- 
tion, colour, curiosity and above 
all repetition. It is by repetition 
that in the last resort all other 
imperfections of memory must 
be made good 

To excite and hold interest 
your advertisement must appeal 
to human interests, urges and to 
social requirements, But unless 
the advertisement makes contact 
with an adequate audience suffi- 
ciently long enough to impart 4 
practical selling idea, it will fail. 

Thirdly, an impression must be 
made which is useful to the ad- 
vertiser, To achieve sales there 
must be conviction; people must 
believe in the superiority of the 
travel facilities offered The 
desire to buy must be intensified 
by verbal device, slogan or cam- 


paign theme: and at the same 
time a personality must be 
created around services and 
facilities offered by emphasising 


favourable associations 


Remember the 
unconscious memory 


There is considerable emotional 
reinforcement in memory and we 
retain facts which have associa- 
tions This is peculiarly appuc- 
able to travel 

Undue emphasis iten placed 
on conscious Memo soth in the 
construction of advertisements 
and in the evaluat of impres- 
sions which resu Advertisers 
are aware of this fallacy and fully 
appreciate the tremendous selling 
influence of uncons s memory 
Supposedly forgotte incidents 
often have notew vy and far- 
reaching effects on our current 
behaviour 

The psychologist can, there- 


fore, give the advertiser five 


‘monotonously the same’ 


wick discusses what it takes 
in an advertisement to 


maxims for making advertise- 
ments effective : 


Finally, in order to evaluate 
and decide on matters of travel 
advertising and public relations 
we must know something about 


motivation—the —— phi- 
osophy and psychology ecting 
our judgments, drives and 
emotions. 


Three things that 
drive us to travel 


Motivation is what makes us 
act as we do. Why, for example, 
does a man want to travel? Be- 
cause he wants to learn, to 
broaden his outlook? For busi- 
ness? For social or snob reasons? 
For relaxation or health? Simply 
for pleasure? All these are true 
motives but further analysis is 
necessary. We are motivated ty 
three main drives: 1. Bodily or 
physiological drives; 2. Social or 
culture drives; and 3, Individual 
drives. 

These can be translated in-o 
travel-language, as: 

1. Business, health or pleasure 
travel. 

2. The rejection or acceptance 
of joining a tour, organised or 
otherwise. We all know the snob 
retort to the courier’s polite 
request on the boat: “Do you 
belong to X's tour? No, indeed 
I don’t . . . etc.” or the man who 
tells you he will only travel by 
the Air Line that gives champagne 
lunches. Such things are the 
symbols or social connotations of 
living well—and appeals must be 
slanted with this group-knowl- 
edge. 

3. Our efforts at public rela- 
tions can make our message intel- 
ligible to people not only as mem- 
bers of these social or culture 
groups but also as_ individual 
personalities who are always try- 
ing to satisfy themselves and 
gratify their desires. The man 
who wants to drive his car abroad 
is a good example of individual 
human motivation. Driving a car 
gives a sense of mastery and self- 
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x There are four reasons why you cannot 
afford to miss B.E.T. Federation bus advertis- 
ing from your schedule—apart from the known 
facts-6,500 B.E.T. buses carrying !,300,000,000 
prospective buyers every single year ! 


§\ TRIPLE-COVERAGE 
B.E.T. bus advertising is carried right 
into the densely populated industrial 
areas of Britain—Tyneside, Lancashire, 
Yorkshire, the Midlands and South 
Wales . . . plus the urban areas . . . 
plus the country areas. 


IMPACT at point - of - sale 
The B.E.T. bus advertisement is often 
the last advertisement seen by the 


* coming to town ' shopper before he 
or she BUYS. 


CONCENTRATION 

in the right places 

The volume of B.E.T. bus advertising 
is automatically adjusted to the size 
of its audience. Where the popu- 
lation is concentrated there is a 
greater number of buses. 


FLEXIBILITY 

The cost of B.E.T. bus advertising is 
LOW and there is no waste circu- 
lation, making it an effective medium 
for both large and small advertisers. 


BUS ADVERTISING \} 


Gets around to Millions 


The Advertising Department 
The B.E.T. FEDERATION LTD - Stratton House Piccadilly London w.i Tel: Mayfair 6886 
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Particularly the 


LEICESTER EVENING MAIL 


R.H. Penney, Advertisement Director, 


NORTHCLIFFE NEWSPAPERS GROUP LTD. 


CARMELITE HOUSE ~*~ LONDON EC.4. TELEPHONE: CENTRAL 6000 


® 


There’s plenty of business 


in the MAQDERN SUDAN 


Many British products are established in the Sudan. There 
is room for many more. Through the Sudan Star you 
reach not only the prosperous free-spending Europeans, but 
also a large and ever-increasing number of English-speaking 
Sudanese. This is a vast and eager market for YOUR goods. 


What Gordon said,” and specemen 
or write to Overseas 


For informative folder 
copy of the paper, ‘phone Gerrard (7 37 
Publicity & Service Ageney Lad. 20 Ovford St., London, Ww. 


Sudan * Star 


The ONLY English newspaper in the Country 
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| Travel ads. ‘monotonously the same’—continued 


‘Sell what the ticket represents’ 


assertion This appeal must be 
played up by word, picture and 
symbol 

Since the essentia! function of 
advertising is to describe the at- 
tributes of products and, in the 
of tourism and travel, 
services, and in order to induce 
their sale we must ask ourselves 
this question 

“Does my travel advertising 
possess that individuality in 
keeping with the prestige and 
romanticism of the services my 
agency offers?” 

It doesn’t always. So many ad- 
vertisements to-day follow a 
pattern that is monotonously the 
mountains, scenery, hotels 
Advertising that 
mass of adver- 


case 


same 
by sea and lakes 
s similar to the 


tisements loses its impact, its 
expressiveness, in the mass itself. 
Stale formulae achieve nothing 
and are a waste of money; yet 


there is far too much mass multi- 
plication in advertising to-day. 

OW travel is a type of escape 
We want a holiday away from the 
everyday self Curiosity has for 
centuries been a strong incentive 
to travel, Let us, therefore, have 
posters portraying the unofficial 
scenes, captured with imagina- 
tion, beauty and humour 

The picture which gives us the 


AD. MAN’S BOOKSHELF 


The 25th F.B.I. 
Register 


In 1920,” recalls the introduc- 
tion of this year’s F.B/, Register 


of British Manufacturers (Kelly 
Directories Ltd. and Iliffe & Sons 
Ltd., 42s.), “there appeared for 


the first time the Export Register 


of the F.B.1." The purpose then, 
as now, was to f de in one 
volume a list of a wide range 
of British products and their sup- 
pliers for the benefi overseas 
buyers. This year's issue is split 
into six sections: Products and 
services, addresses of firms; trade 
associations; brands and trade 
names; trade mark ind adver- 


tisements 
How not to runa 
TV Service 


The Television Annua edited 
by Kenneth Bally (Od Press Lid 
ss Od 

Kenneth Baily’s eview of 
B.B.C. television during the year 
will make interesting reading to 
anybody with an n spon- 
sored television. Mr. Baily has 
some very unkind to say 
about the B.B.C. and its out 
how nor to run a TV service 
“The fact is, th ss and 
oF 4 t good 
entertainment w t be at 
tained ina BBC. w remaias 


wind-stirred pennons, the stork- 
crowned roofs, the baroque 
fountains, stimulate the emotions 
as well as being no less informa- 
tive than factual copy or photo- 
graphic represemtations. Exploit 
the artistic element—the move- 
ment, the play of light and shade 
or the beauty of form—the whole 
unmistakable atmosphere that is 
different 

Similarly, | would make a plea 
for more imaginative copy—copy 
that describes those exciting 
things that lie beyond the product 

the pleasures to which it is only 
the key. 

If you buy a ticket to go 
abroad it is not the bit of paper 
you want nor just transportation. 
What you want is the flight from 
self to fresh fields, new scenes, 
out-of-the-rut experiences with 
all the emotional benefits that 
will result from them. lf you are 
selling health-giving relaxation, it 
is more effective to say in your 
advertisement: “Why not spend 
the summer in Paradise?” than: 
“Beautiful Bellagio beckons you!” 

The point is to stir his senses 
and quicken his imagination until 
he sees the actuality and projects 
himself into the hero's shoes 
whether that hero is fictitious or 
in advertising copy. 


a cosy monopoly,” he declares. 
And again: “Behind a facade of 
specially stirred-up ‘achievements’ 
the B.B.C. Television Service ts 
still bogged down by an adminis- 
tration which thinks that saving 
a halfpenny is more virtuous 
than entertaining viewers.” 
Technical developments in tele- 
vision are covered and there is a 
table showing what the “man in 
the armchair” likes to see best. 
Newsreels win by a short head. 
PLE 


Finer points of 


American law 


Risks and Rights in Publishing, Radio 
Motion Pictures, Advertisng and the 
Theatre by Samuel Spring (George 
Allen and Unwin Ltd 


Few ideas are new: they have 
either been thought of by some- 
one else before, or they are 
unashamedly adapted from exist- 
ing material. In this country we, 
advertising men, publishers, 
writers, know just how far we may 
go in taking someone else's idea 
and putting it to work for us 
Observance of the laws of copy- 
right (and also of the laws of 
defamation) has become second 
nature. 

In U.S.A. these laws are 
different, sometimes radically so. 
This book. written by a lawyer 
for laymen, gives a clear picture 
of how far one may go at what 


risk. The book covers piracy. 
defamation, copyright, unfair 
competition in entertainment, 


obscenity, censorship and rights 
in ideas, 
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A Prosperous Market for British Goods 
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SOUTH A 


The Hon. ERIC H. LOUW, M.P., Minister of Economic Affairs, 


Union of South Africa, sends a message to ADVERTISER’S ie : 


‘Taking a larger share of U.K. exports’ 


have been Minister of Economic 

Affairs of the Union of South 
Africa, I have been closely associated 
with one of the most striking advances 
in the diversification and volume of 
industrial development in this young 
country. While agriculture and min- 
ing are still important sectors of the 
economy, their respective contribu- 
tions to the national income are to- 
day below that of secondary industry. 
As one of the most well-developed 
states in the Southern Hemisphere, 
the Union is bound to play an increas- 
ingly larger part in supplying the 


Diners the four years that I 
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import needs of this part of the world 
in coming years, in addition to supply- 
ing food and raw materials in sub- 
stantial volume to European and 
other markets. 

During the past year, South Africa 
has been the object of unwarranted , 
attacks and of a malicious press cam- 
paign. Numerous business visitors to 
our country have been impressed by 
conditions in the Union, and have 
expressed full confidence in its econ- 
omic future. 

Notwithstanding the industrialisa- 
tion which has taken place here, the 
Union has been taking an even 


larger share of the United King 
exports than before, and, no d 
this tendency will continue in 
future. British experience and s 
the manufacture of machinery 
other capital goods will be in de 
over a constantly broadening fie 
years to come as the Union's i 
trial structure expands. 

I am looking forward to stud 
this edition of your journal, feat 
South Africa. It will, I am sure, s 
to promote further the cordial t 
relations and good understanding 
exist between our two countries. 


Getting past the 
picturesque... 


A correspondent writes from South 

Africa to brush away some miscon- 

ceptions about this vast market with 
reliable and objective information. 


ii is a matter of surprise and 
serious concern to South 
Africans that so little of a 
reliable objective nature ap- 
pears to be generally known 
overseas about their country. 
In the past what might be 
called the picturesque aspects 
of life in South Africa have 
been stressed, almost to the 
exclusion of the remarkable 
developments which have taken 
= since the first Europeans 

nded at the Cape just 300 
years ago. 

Although by no means the 


largest territory in Africa, the | 


Union of South Africa can claim 
to be the most developed econ- 
omically. Within its borders live 
not far short of 50 per cent of 
all Europeans on the African 
continent. 

The area of the Union ts 
472,494 square miles—more than 
nine times the size of England, 
or more than five times the size 
of Great Britain—and it is 
divided into four Provinces: 
Cape, Natal, Transvaal, and 
Orange Free State. The largest 
of the Provinces is the Cape, 
with an area of 277,113 square 
miles, followed by the Transvaal 

Continued on page 440 
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According to Euclid, the whole cannot be 
greater than the sum of its parts. 


As a mathematical axiom that is indisputable. 
Yet every day many 


competition with British Agents. It works in 
co-operation with them, pulling with the team 
as one man in one direction—the direction 
which an intimate knowledge of the South 
African market has shown to be the most 
profitable for the British advertiser. 

Our London representative is Chalcroft Ltd., 
Thanet House, Craven Road, London, W.2. 


P. N. BARRETT COMPANY (PTY) LTD. 


7 
= 
20 years of a adershi; 
e 


JOHANNESBURG, P.O. BOX 4064 


British advertisers are 


proving that when parts work together as 


a team, they add something vital to the 
whole. 


P. N. Barrett Company does not work in 


CAPE TOWN, P.O. BOX 694 


DURBAN, P.O. BOX 963 + PORT ELIZABETH, P.O. BOX. 642 
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South Africa 


ADVERTISER'S WEEKLY 


Distances prevent truly national 


newspaper circulations, 


but magazines cover the country 


J bw. first thing to be said 
about the South African 
press is that it is traditionally 
free. The earliest independent 
newspaper in South Africa 
appeared in 1824, and started 
a fight for the freedom of the 
press which took some years to 
win. 

A few more newspapers were 
established during the following 
25 years. Numerous others were 
started in the latter half of that 
century, and several of to-day’s 
important English newspapers 
did not appear until early in the 
present century. 

The Afrikaans press, which is 
growing fast, has grown up 
mainly within the last 20 years. 

There are now 19 South Afri- 
can dailies, four of which are 
Afrikaans. Of the latter, three 
are published in the afternoon, 
as are seven of the English 
papers. There are also four Sun- 
day newspapers—three ‘English 
and one Afrikaans. So far no 
daily for non-Europeans has been 
attempted. 


Sundays bought 
further afield 4 


While the dailies circulate over 
a wide area beyond their publish- 
ing centres, there are no national 
daily newspapers in South Africa. 
The Sunday papers cover a 
wider field and might be des- 
cribed as semi-national, being 
available in distant places during 
the following day or two. But 
the distances to be covered in ob- 
taining truly national! circulation 
are too great to make effective 
distribution practicable on the 
day of publication. 

Neither have bilingual news- 
papers ever been successful, ex- 
cept for some country papers 
The difficulties of catering in one 
publication for two sections of 
readers with different home 
languages, raqial backgrounds, 
and in all probability differing 
political allegiances have proved, 
if not insuperable at least com- 
mercially unprofitable. The aver- 
age Afrikaaner strongly favours a 
newspaper which represents his 
political party, whereas the 


By CHARLES R. PASK 


Unlike U.K., South Africa has no national newspapers : 

distances prevent effective distribution arrangements. 

Magazines do, however, achieve national sales. A feature 

of the South African media picture is the large number 
of trade and specialised publications. 


English- speaking reader is not 
nearly so ynsistent on this point 
There are, however, many Afri- 
kaans-speaking readers of the 
English press, and vice versa, 

The daily and Sunday news- 
papers provide intensive coverage 
of the areas which they serve, 
and naturally they are all pub- 
lished in the larger centres. Next 
in importance as advertising 
media to the consuming public 
come certain weekly periodicals 
with national circulations, the 
most prominent being the Out- 
span, Die  Huisgenoot, Die 
Brandwag, and Sarie Marais; and 
some monthlies, amongst them 
being Femina, Milady, the South 
African edition of Reader's 
Digest, Rooi Rose, and Spot- 
light 

There are. of course, 
other excellent weekly 
monthly publications 
limited sectional or 
appeal, including an Afrikaans 
weekly newspaper for children, 
Die Jongspan, an English weekly 
newspaper, South African Youth 
News, The Farmer's Weekly, Die 
Lanbouweekblad, and a number 
of publications for women, who 
are also well catered for by 
weekly supplements issued py 
several leading newspapers. 

The Nationalist Party has a 
widely-circulated weekly, Die 
Kruithoring, and recently con- 
sidered publishing a daily news- 
paper in English, but decided that 
there are too many practical ob- 
yections, not least of which is 
that advertising support would 
have to be drawn chiefly from 
idvertisers whose political beliefs 
differ from those of the National- 
sts. Two independent Afrikaans 
newspapers which are doing well 
are Die Landstem, and Dagbreek, 
but, curiously enough. certain 
Afrikaans dailies which repre- 
sented the United Party were not 
a success—although one of them 
was the oldest Afrikaans news- 


many 
and 
of more 
specialised 


paper—and went ou; of existence 
not long after the Nationalist 
Government came into power in 
1948 


Monthlies of a miscellaneous 
nature number 60. There are 
also 16 religious periodicals, 28 
publications for non-Europeans, 
and at least 80 annuals and 
quarterlies 

The country press totals 107, 
most of which are weekly publi- 
cations, with a few bi-weeklies. 
Many of these papers are bi- 
lingual, but a number are uni- 
lingual—either English or Afri- 
kaans. They serve a useful pur- 
pose in their small-town com- 
munities. 


Remarkable number 
of trade journals 


Perhaps the most remarkable 
list for such a comparatively 
young country is that of the 120 
publications which serve trade, 
technical, industria! and profes- 
sional interests. There are a few 
weeklies, but the majority are 
monthlies, and almost all are 
in English. They cover an aston- 
ishing vafiety of interests, from 
bottling, insurance, and law, to 
education, the meat trade, wool, 
wine, and banking. lt would be 
difficult, in fact, to think of a 
trade, technical or professional 
field which is not adequately 
catered for by a South African 
periodical. Some trades and in- 
dustries have more than one 
journal, and in this connection 
the various branches of engineer- 
ing, mining, textiles, and farm- 
ing may be mentioned With few 
exceptions, this section of the 
press lias developed during the 
last 15 years. The list was a very 
meagre one 20 years ago, and the 
present position is a reflection of 
the Union's industria! maturity. 

Notwithstanding political dif- 
ferences, on the whole the pub- 
lishers of South African news- 


papers and the principal periodi- 
cals work admirably together in 
their common interests, through 
their governing bodies the News- 
paper Press Union of South 
Africa and the National Indus- 
trial Council of the Printing and 
Newspaper Industry. Other par- 
ties to the Council are the 
Federation of Master Printers 
and the South African Typo- 
graphical Union. 


The Newspaper 
Press Union 


The Newspaper Press Union is 
a fine example of the co-operative 
effort which makes Government 
interference with business un- 
necessary Its activities include 
control of the accreditation of 
advertising agents and the main- 
tenance of an Advertisement 
Advisory Committee which ad- 
vises on the acceptability or 
otherwise of advertisements sub- 
mitted because of some doubt as 
to their desirability The tech- 
nique vf presentation is con- 
trolled, in such matters as the 
density of solid portions, half- 
tone screens suitable for rapid 
printing, “knocking” or exag- 
geration in copy. Advertisements 
tor medicine and treatments 
must conform tw a strictly im- 
posed Code of Standards de- 
signed to protect the public from 
fraudulent, misleading or other- 
wise unethical advertisers In 
1947 the Newspaper Press Union 
was responsible for the estab- 
lishment of the Audit Bureau of 
Circulations of South Africa, 
which is rendering a valuable 
service to advertisers 

In sound, democratic organi- 
sation and control, in journalism, 
production and enterprise, the 
South African press is of a high 
standard which would be a credit 
to any country in the world. Of 
recent years its development has 
to some extent been hampered py 
the necessity for import control 
and the high cost of newsprint, 
but there are good grounds for 
hoping that this commodity will 
be more plentiful in the near 
future, so that the circulations 
and influence of South African 
newspapers can be expected to 
rise to new heights 
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LTHOUGH South Afri- 
cans were familiar with 
commercial radio as long as 
nearly twenty years ago, its 
present development dates only 
from 1947 when Lourenco 
Marques Radio began to come 
into prominence again after a 
virtual cessation of activities 
during the war years. This was 
followed in May 1950 by the 
opening of Springbok Radio, 
the commercial service of the 
South African Broadcasting 
Corporation, the charter cor- 
poration which has a monopoly 
of broadcasting within the 
Union 
In this country with a rela- 
tively small white population of 
about two million six hundred 
thousand, and with the vast dis- 
tances to be covered, broadcast- 
ing already presents quite a prob- 
lem and this is in no way les- 
sened by bilingualism which 
necessitates entirely separate ser- 
vices for the Afrikaans and 
English speaking sections of the 
population, Revenue from radio 
licences is insufficient to provide 
an adequate service and spurred 
on by the obvious success of 
Lourenco Marques operating 
from just over the border, the 
S.A.B.C. decided to set up their 
own commercial service and to 
devote the anticipated profits to 
the improvement of non- 
commercial services. Thus 
Springbok Radio came into exis- 
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South Africa 


Problems of sponsored radio 


in a bilingual country 
By JOHN RADCLIFFE 


South Africa is served by two sponsored radio services. 
Most recently established is the commercial section of 


the South African Broadcasting 
Lourenco Marques operates from first over 


Springbok). 


Corporation (Radio 


the border but claims coverage for the whole of the Union. 


tence some two and a half years 
ago. 

Starting with their Northern 
Regional Service, Springbok 
Radio within 16 months had 
erected stations in several other 
main centres of the Union and 
these linked together now form 
the National Network. Medium- 
wave transmitters are located at 
Johannesburg, Pretoria, Bloem- 
fontein, Durban, Pietermaritz- 
burg, Cape Town, Grahamstown, 
Port Elizabeth and East London. 

While giving intensive cover- 
age within their service areas, 
these transmitters Wave a limited 
range, limited in most cases to an 
average effective radius of some 
50 miles. A glance at a map of 
the Union will show jhat this 
National Service is in fact 


combination of several regional 
services and leaves large areas 
with sizeable populations un- 
covered, In theory the areas out- 
side the range of the medium- 
wave transmitters should be 
reached by Springbok's single 
short-wave transmitter, dut in 
practice it has been found impos- 
sible to give anything like com- 
plete coverage of the country 
with the existing equipment. A 
recent announcement gave the 
news that a battery of short-wave 
transmitters will be erected in due 
course near Bloemfontein but 
this ambitious pian is still some 
years from fulfilment. 

Imagine the B.B.C. turning 
“commercial” overnight, and you 
will have an idea of the problems 
which faced Springbok Radio at 
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the start. The S.A.B.C. had no 
executives with commercial radio 
experience and experienced staff 
being impossible to recruit 
locally, everyone had to learn the 
hard way. It is, therefore, to the 
credit of the Springbok staff that 
in a short time they have 
managed to come so far and 
achieve the success they have, 
despite the many handicaps 
under which they operate. As a 
subsidiary of the SA.BC., 
Springbok Radio must give equa! 
prominence to programmes in 
the two official languages, com- 
mercial announcements on Sun- 
day have been banned, and 
numerous other rules and regu- 
lations have inevitably hampered 
progress. 

A group of international ad- 
vertisers who use sponsored radio 
in every world market where it 
is available, made heavy book- 
ings on Springbok and these in 
turn were followed by many 
South African firms so that 
within a few months after the 
Opening of the service, the 
“House Full” sign went up. 

Within recent months, however, 
there have been signs that the 
initial popularity of Springbok 
has begun to wane, many tine 
and spot announcement channels 
becoming available. The reasons 
tor this seem to be the lessening 
of the novelty value as far as the 
public are concerned and a conse- 
quent growing realisation by ad- 
vertisers that the cost per 
thousand listeners at the prevail- 
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Complete coverage in South Africa 


CAPE TIMES (The only English, morning, daily paper in Cape Town.) 
CAPE TIMES WEEK-END MAGAZINE (Published with the Saturday edition.) 
NATAL MERCURY (The only morning, daily in Durban.) 
SOUTH AFRICAN WOMAN’S WEEKLY (Published every Thursday with the Mercury.) 
RAND DAILY MAIL (The only English, morning, daily in Johannesburg.) 
SUNDAY TIMES (The greatest newspaper in Southern Africa.) 
SUNDAY EXPRESS (Reaches over 300 towns in the Union and the Rhodesias.) 

HOME JOURNAL of the Sunday Express (Woman's appeal supplement.) 

DIE LANDSTEM (Largest Afrikaans newspaper in the Cape Province. Weekly, Saturday.) 
SPOTLIGHT (The largest English, monthly, family magazine.) 
FORUM (The only critical, monthly review.) 


* Whenever you need information on South Africa — contact 


SOUTH AFRICAN MORNING NEWSPAPERS LTD 


24 HOLBORN, LONDON, E.C.I. 


Telephone: HOLborn 4144 
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Eary in 1947 a trained observer with twenty 
years’ experience of advertising and marketing surveyed 
post-war Southern Africa. 

He reported that there was valuable help to be rendered 
to British manufacturers by experts on the spot. The report 
was read with more than usual interest by Intam Limited 
in London. Their business was international advertising 
and marketing, and practical steps to help British exports 
were very much their concern. 

Before the close of 1948 half a room was taken in Durban 
(premier port in Southern Africa, and ‘feeder’ to the Reef). 


The room, in fact, was shared with a young doctor, and when | 


visitors were announced a swift appraisal had to be made as 
to whether it was medical or business aid that was sought. 
After a few weeks a famous British industrialist walked in. 
Apologies were made for the confined premises. The doctor 
withdrew. ‘I see you want business’, said our visitor. 
“Your’s will be our first’ we said. 

Our trained observer had faith in the commercial and 
industrial prospects of post-war South Africa and that faith 
has been well justified in the five years which have passed 
since his survey. To-day Intam South Africa (Pty) Ltd. has 
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an annual turnover running well into six figures and mount- 
ing steadily ; a turnover spread over a number of great names 
(and names increasing in fame); branches in Johannesburg, 
Durban and Cape Town, anda complete business intelligence 
service over the whole of Southern Africa. 

We have set a new standard of advertising agency service 
in the Union. Our reward is measured not only in turnover, 
but also in the confidence, friendship and appreciation of 
those we serve. To-dayan experienced, alert and enthusiastic 
staff are at the disposal of manufacturers —a staff well versed 
in the problems of South Africa (which, incidentally, are as 
soluble as those of other countries). 

Here are three suggestions for British manufacturers 
interested in extending their activities in this rapidly growing 
market for all consumer goods: (1) Consult our London 
Headquarters, with whom we are in daily touch: (2) Write 
direct to the Managing Director, Intam South Africa (Pty) 
Ltd. (If need be he can be in your office within a compara- 
tively few hours of receiving your summons): (3) Visit us in 
South Africa—we will value your confidence and give you 
the introductions you may need—plus an appreciation of 
the market as it concerns you. 


= Ser = 


alte, 


INTAM SOUTH AFRICA (PTY) LTD 


DURBAN PO Box 2049 Cables: Intamads Phone: 29031 


JOHANNESBURG PO Box908!1 Cables: Intamads Phone: 34-4151 


ment to that first British industrialist who walked 
into our half-room in Durban in January 1949. 
We are proud to be handing has advertising to-day 
om a scale which has increased with the growth of 
has business. 


CAPE TOWN PO Box 3643 Cables: Intamads phone: 3-0784 
London Headquarters: \ntam Limited 14 Half Moon Street London W1 Phone Grosvenor $526 Telegrams: Intamads 


ONE OF THE LONDON PRESS EX' HANGE GROUP OF COMPANIES 
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IN LONDON 


the services of 


ARGUS SOUTH AFRICAN 
NEWSPAPERS LTD. 


are available to Manufacturers and 

Advertising Agents in connection with 

advertising schemes embracing the 

European and Native markets of the 

Union of South Africa and the 
Rhodesias . . . 


CAPE PROVINCE 
Cape Daily Argus Midland News 
Cape Week-end Argus Die Afrikaner 
Daily Dispatch (East London) Queenstown Representative 
Diamond Fields Advertiser 


TRANSVAAL 


The Star Uohannesburg) 
Die Westelike Stem 
New Klerksdorp Record 
Potchefstroom Herald 
Pretoria News 

The Lowveld Leader 


ORANGE FREE STATE 
The Friend 
Ons Vriend 
NATIONAL MEDIA 


Femina 

The Farmer's Weekly 

South African Mining & 
Engineering Year Book 


NATAL 
Natal Daily News 
Natal Witness & 
The Natal Farmer Supp 
Sunday Tribune & Sunday 
Post (Durban) 


The Outspan 
South African Mining & 
Engineering Journal 


RHODESIA 
Daily Chronicle (Bulawayo) Northern News (Ndola) 
Weekly Chronicle Rhodesia Herald 
(Bulawayo) Sunday Mail 
Umtali Post 
Rhodesia Directory 


Sunday News 
Rhodesian (and Central 
African) Annual 


SWAZILAND 
The Times (Mbabane) 


NATIVE PUBLICATIONS 
African Weekly 
Bantu Mirror 
Bantu World 
Die Ligstraal 
Good Shepherd 
Manga Lase Nata! 
Imvo Zabantsundu 


Mochochonono 
Moelets: Oa Basotho 
Morongoa Oa Morena 
Mphatlalatsane 

Naledi Ya Batswana 
The Harvester 

The Recorder 


Ixilongo Um-Afrika 
lzwi Lama Swazi Umeebis 
Mahlahle Umlind: 
Mapolisa Umthunywa 


Rates and ful! information from the London Agents 


ARGUS SOUTH AFRICAN 
NEWSPAPERS LTD. 
85 FLEET STREET, LONDON, E.C.4 


ENTRAL 3765 


Telephone 


South Africa 
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Problems of sponsored radio—continued 


ing rates is In some Cases 
uneconomic 

Financially the commercial 
service has done wel! and for the 
first year of operations reported 
a profit of some £180,000. Con 
siderable listenership has been 
built up, which jt would appear is 
mostly at the expense of the non 
commercial services The 
monthly Franklin Index of Radio 
Listening indicates that 45 to S50 
per cent of people in the urban 
areas (10,000 population and 
over) and 15 to 20 per cent in the 
non-urban areas (under 10,000 
population) listen to Springbok 
at some time during the week 
The listenship per average quar- 
ter hour programme among adult 
Europeans ranges from a low of 
36,000 (2 per cent) during the 
daytime to a high of 234,000 (13 
per cent) at night. Radio licence 
holders number over 600,000, an 
increase of some 160,000 since 
1947, and the total adult Euro- 
pean listenership in the Union is 
1,800,000. There are few, if any, 
reliable figures on |istening by 
Natives and Asiatics. The per- 
centage of radio set ownership 
for these groups is 5 per cent 
(425,000) and ‘SU per cent 
(180,000) respectively and jt is 
reasonable to assume that they 
listen to commercial broadcasting 
in at least the same proportions 
as the Europeans 


Second 
outlet 


The second commercia! radio 
outlet available to South African 
advertisers is Lourenco Marques, 
situated in Portuguese East Africa 
In 1947 Richard Meyer and 
Frank Lamping, who were asso- 
ciated with Radio Normandy 
before the war, formed a com 
pany in conjunction with John 
Davenport and took over the 
commercial management of 
Lourenco Marques [hey were 
able by 1950 to build-up a large 
audience in the Union and as a 
result to increase billings on the 
station by several hundred per 
cent. When Springbok Radio 
commenced operations in that 
year, the L.M. turnover suffered 


a considerable drop. This, how- 
ever, was temporary and ‘ast July 
L.M. announced that the total 
bookings placed during the pre- 


vious twelve months period beat 
the previous record st the year 
before 


L.M is probably 4 unique 


commercial radio peration i 
that until a few weeks ago when 
experimental broadcasts were 
made on the medium-wave band. 
short-wave only Was used. How 
ever, owing to the difficulties of 


medium-wave reception over 
long distances, listeners in South 
Africa, more than where else 


in the world. are nendously 
short-wave minded and |istening 
on the short-wave band does not 
present any proble to them 
L.M. operates fis rt-wave 


transmitters, three of which are 
in use on different wavebants 
throughout the broadcasting day. 
The Station claims complete 
coverage of the Union (including 
South West Africa) and the 
Rhodesias. The Franklin Index 
gives L.M. an urban listenership 
of f0 to 12 per cent and non- 
urban listenership of 33 to 37 per 
cent This clearly shows that 
L.M. is strong where Springbok 
is weak and vice versa 


Complementary, 
not competitive 


It is now generally accepted 
that Springbok and L.M. are not 
competitive but complementary to 
each other. Both services should 
he used if an advertiser wishes to 
obtain maximum listenership in 
the Union plus the additional 
coverage in South West Africa 
and the Rhodesias, which L.M. 
provides. 

The L.M. programme policy is 
based largely on light musica! 
programmes and several sessions 
of “requests” daily. It is worth 
noting that in these request 
periods the Franklin Index rate- 
ing is usually equal to or higher 
than Springbok’s at the same 
time. Springbok Radio on the 
other hand makes a feature of 
dramatic shows and __ serials. 
Where Springbok scores is in 
sports broadcasts which are not 
available to L.M Relays of 
fights, football matches, etc., by 
Springbok always claim a big 
listenership 

On occasions of National im- 
portance, such as the funeral 
ceremonies of King George VI, 
the S.A.B.C. and L.M. co-operate. 
To this effect L.M. was linked 
with the S.A.B.C.’s English ser- 
vice which was relaying the 
B.B.C. and these broadcasts pro- 
bably had one of the largest 
audiences ever known in South 
Africa. 

Almost without exception, the 
same advertisers who use Spring- 
bok are also found on the L.M. 
schedule Many sponsors also 
broadcast the same programme 
on both services and thus reduce 
their production costs. 


Production 
problems 


The number of locally pro- 
duced shows has increased in 
recent months but because of the 
dearth of talent and other facili- 
ties, in the main these are usually 
audience participation pro- 
grammes of the “quiz” type. For 
star names with a wide appeal, 
imported transcriptions are still 
in demand. Harry Alan Towers 
is well represented in this market 
in this respect either through his 
own productions or programmes 
which he distributes—like the 
various M.G.M. and Ziv series 

Commercial radio in South 


Continued on page 438 
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Ud, 
ny poh Cold drinks are ‘hot cakes’ in 


Mtubatuba, and beads and blankets, brakes 

and bogies are steady selling lines. Everything 

sells in this land of extremes, somewhere . . . from metal 
bangles to machine tools, from cutlery to haute 


couture . . . its merely a matter of knowing the market. 


We have that knowledge. We bring to the 


solution of your sales problem a thorough understanding of the country 
and the buying habits of it’s multi-racial society, an intimate 


acquaintance with all available media, and a first class creative service. 


walter kirby advertising ... AT your SERVICE 


WALTER KIRBY (PTY.) LTD. 

Meyerstan Building, 101 Jeppe Street 

JOHANNESBURG - SOUTH AFRICA 
P.O. Box 106! 
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hit to carry out any form of advertising by 


virtue of the long and varied experience of 


our individual executives and our team spirit. 


= 
fitting that you should consult us in all 
your selling problems. 


hi t ted into your sales promotion plan we 
) I 


are as a square peg in a square hole. We 


Oat ge ot! 


become part of your business in a friendly co- 


operative way, We sell your product. 


* 


DOWER WAHL 


Advertising Co, (Pty.) Ltd. 
Advertising and Sales Promotion 


* 


Speederaft House, Loveday Street Souths 
P.O. Box 6224, Johannesburg 


Member of the Advertising Agents’ Association of South Africa 


South Africa 


Marketing advice, creative 


NOVEMBER 20, 1952 


flair, and mechanical service are 


‘second to none’ 


By RICHARD F. ROBINOW, 
director, Intam South Africa (Pty) Ltd. 


ISITING manufacturers 
and others interested in the 
vast Southern African market 
are still apt to register astonish- 
ment when comment like “Had 
that printed in the States, did 
you?” is met with a calm “No, 
sir. That poster (or cut-out, or 
pack, or label, or what-have- 
you) was printed right here in 
the Cape (or Durban, or 
Johannesburg, or Port Eliza- 
beth, or Bloemfontein). We 
designed it here, in this office.” 
It is true that the time is not 
long past when local resources 
did jag sadly behind those at the 
disposal! of advertisers and adver- 
tising agencies nearer the Euro- 
pean and trans-Atlantic sources 
of “know-how” and imaginative 
skill, but the important fact is 
that it is past. 


New plant 
helps quality 


Within the last 15 to 20 years, 
printing standards in the Union 
of South Africa have caught up 
with the older countries. To-day, 
there is absolutely first class litho, 
offset-photo-litho, photo-gravure 
and, of course, letterpress work 
being done here. Respect for 
“qua.ity” and pride in craftsman- 
ship—with the help of the very 


latest plant produce the 
country’s requirements of print, of 
labels and letterheads, posters 
and packs—the whole immensely 
varied printed paraphernalia of 
large scale marketing and mer- 
chandising campaigns with 
every phase of production, every 
successive stage of styling and 
design watched over by critical, 
competent and thorough|y experi- 


enced artists, typographers and 
other creative people 

In creative spheres, too, enor- 
mous strides have been made in 


recent years. Artwork “second 
to none” has long ceased to be a 
problem here, and the post-war 
entry into this field o many 
overseas-trained young peop'e, 
their talent happily coupled with 
the local wisdom of the South 
African agencies that employ 
them, has resulted in national 
press campaigns and much other 
creative work of quality 

The Union is we!) served in 
respect of advertising agencies. 
It was inevitable that in a country 


so complex with diflerent langu- 


ages, different racial groups, 
different seasons and different 
climates, different customs and 
different traditions all “under 
one roof,” the need for expert 
marketing and sales promotion 
guidance should arise very early 
on. The old fallacy of trying to 
control advertising in this highly 
individual market from some- 


PRINTING: Within the last 15-20 
years printing standards have 
caught up with those in the older 
countries. 


ARTWORK: Post-war entry into 
this field of many overseas- 
trained young people means that 
this has ceased to be a problem. 


AGENCIES: In so complex a market 
it was natural that the need for 
expert marketing and sales pro- 


motion guidance should arise 
early. 
Biocks: There are engraving 


houses that will turn out any- 
thing required of them quickly, 
efficiently and with fine detail. 


where outside its borders no 
longer enjoys any support to 
speak of. The once valid excuse 
that local production facili:ies 
were not up to overseas standards 
has long since gone by the board, 
and while that indefinable some- 
thing, that last touch of refine- 
ment which distinguishes the 
brilliant work of so many British 
and American agencies is recog- 
nised and appreciated here quite 
as much as anywhere else in the 
world, it must be stressed that 
lack of “local lore” quite often 
proves the undoing of advertise- 
ments which to their creators, 
6,000 miles from our shores, 
probably seemed the fairest of 
their brain children. 


Translating copy 
into Afrikaans 


Most often does this happen 
when Afrikaans adaptations of 
English copy are called for. In 
order to be effective and accept- 
able to Afrikaans - speaking 
readers, copy should frst be 
“re-thought.” Then, and then 
only, should it be “re-written.” 


Both languages, English and 
Afrikaans, offer the copywriter a 
on page 442 
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THE BIGGEST... 


Association of African Newspapers 


... IN AFRICA 


From the Cape to Nyasaland 
there are approximately 3,000,000 Europeans as against 


17,000,000 AFRICANS 


WHO NOW EARN £200,000,000 PER ANNUM 


THIS FIGURE INCREASES YEARLY! 


Reach this vast majority 
@ Our organisation of associated publications offers you complete 


coverage from the Cape to Nyasaland, embracing South Africa, By Using Our Newspapers 
The High Commission Territories, Southern Rhodesia, Northern 


Rhodesia and Nyasaland. to give them 


@ Our publications have over 2! years built up a reputation of 
mode: litical views and fairplay which has for us the 
cauneasal smectow decane of readers. se i YOUR SALES MESSAGE 


@ Not more than 10% of the Bantu Population Is able to read - 
English or Afrikaans. Ti this rket it is essential 
eo pgus oo hs Adana to hn com tga THEIR LANGUAGE 


THE BANTU PRESS 


(PTY.) LTD. 


Group of 22 newspapers Let our team 
Published in 10 vernacular languages of SPECIALISTS 


IS YOUR LINK WITH 
THE AFRICAN MARKET 


Write :—The Advertisement Director, 
The Bantu Press (Pty.) Led., 
P.O. Box 6663, 
JOHANNESBURG, SOUTH AFRICA y 
Telephone: 35-4145/6/7 


advise you on your 
Particular Problem. 
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4% 


South Africa 


Different emphasis on these ‘auxiliary 


media’ needs careful study 


the 


HE press is usually 
backbone of advertising 
campaigns in the Union. For 


a short period it seemed that 
radio advertising would be- 
come a strong competitor, but 
most of the advertisers who cut 
down their press allocations 
to find money for the new 
medium have since realised 
that, useful and necessary as 
other media are in their own 
several ways, it is not a ques- 
tion of what to substitute for 
the press but how best to back 
up press advertising 

if there is thing certain 
about the intelligent allocation of 
advertising expenditure it is that 
one medium is all things to 
all products, and it would be un 
for the overseas manufa 
turer Who wishes to learn all he 
can about the advertising faciii 


no 


wise 


ties of the South African market 
to fail to investigate the suit- 
ability for his particular purpose 
of the auxiliary media that are 
available. 

It is true that not one of these 
media is peculiar to South Africa; 
it is equally true that they are 
not always employed in quite the 
same way, or with the same 
emphasis, as in Britain | or 
America, because the conditions. 
the constituents of the general 
buying public, its habits, and 
even its language for a big pro- 
portion of the people are not the 
same. To mention only one 
example, although South Africa 
is an “outdoor country” one has 
never heard of an advertising 
campaign being confined to the 
hoardings, as has been known in 
the United Kingdom. The reason 
is that a very large part of the 
South African population is 
scattered over a tremendous area 


MILADY. 


Women. 
published in April 1953. 


the January 1953 issue 


RHODESIAN 


and Central Africa 


CENTENARY 


TRADES JOURNAL 


REMINDER TO SPACE BUYERS 


South Africa's High Class Journal for 
CORONATION SOUVENIR Number will be 


THE BUYER. The South African Trade Journal. 


SPECIAL YORKSHIRE FEATURE will be published in 


THE SOUTH AFRICAN 
SHOEMANS’ GUIDE & DESK 
DIARY FOR 1953. Hay ae publi- 


cation will be closing for Press early in Decem! 


RECORDER. tne 


general trade journal circulating throughout the Rhodesias 
generally 
issue May 1953. 
Other specialised Trade Journals 
THE SOUTH AFRICAN FOOTWEAR 
AND LEATHER JOURNAL 

THE SOUTH AFRICAN FURNISHING 


THE SOUTH AFRICAN HOTEL REVIEW 
SOUTH AFRICAN CLOTHING PRODUCTION 


Specimen copies and full particulars available from 
SOUTH AFRICAN JOURNALS LTD. 
40 NORFOLK STREET, STRAND 
LONDON, W.C.2. 
OR MANCHESTER OFFICE: 
SUNLIGHT HOUSE, 
MANCHESTER 3 


Special RHODES 


TEM. 8691 


QUAY STREET 
BLA. 3169 


and could not possibly be reached 
in this way. Yet poster publicity 
has an undoubted value for many 
national advertisers 

Let us take a closer look at 
auxiliary media in the Union. 

CINEMA SCREEN 
ADVERTISING 

It is doubtful whether there is 
any country in the world where 
screen advertising is so popular 
with all classes of advertisers, or, 
even more important, so accept- 
able to the public. About 
£750,000 per annum is invested 
by advertisers ranging from small 
retailers to the largest national 
advertisers. In hundreds of places 
the cinema is practically the only 


means of entertainment and 
relaxation, and an official distri- 
bution census showed recently 


that on the average every Euro- 
pean South African goes to the 
cinema once in thirteen days. The 


attendance is slightly better for 
non-Europeans in the urban 
areas 

There are over 450 cinemas in 


the Union, with seating capacities 


ranging from 300 in the small 
towns to over 2,000 in the 
largest cities, and audiences con- 
sist of almost equal numbers of 
males and females There are 
cinemas for Europeans only, for 
non-Europeans only, and for 
mixed audiences 

Slides and filmlets (“shorts” of 


from 60 feet upwards) are shown 
before the programme commences 


and also during the interval 
before the main picture. A slide 
is shown for about ten seconds 
and a filmlet of 60 feet takes 
approximately forty seconds to 
show, with an accompanying 
voice message of 80 words. The 
production of both is a fine art 
in South Africa, employing expert 
scenario writers, tec! clans, com- 
mentators, and artists. and the 
standard of quality is fairly high, 
making attractive use of design, 
colour, music, cartoon, and verbal 
salesmanship 

Filmlets appear be more 
popular than slides with the 
larger advertisers, and the com- 
bination of movement and com- 
mentary of course make these 
more versatile, and more com 
pelling on the attention, than 
slides. The voice message can 
be in English or Afrikaans. 

One of the advantages of this 
type of advertising that it can 
be arranged to fit marketing 
plan— local, regio national 
In many smal! towns jt ig the 


By a correspondent 


Novemser 20, 1952 


ay correspondent, a 


South African agency 
executive, draws some 
parallels between media 
practice in the Union and 
accepted approaches in 
U.K. Different methods of 
using outdoor advertising, 
and the very great impor- 
tance of screen advertising 
are stressed. A recent sur- 
vey is quoted to indicate 
the importance of trans- 
P armnat ey 


principal advertising medium, the 
weekly attendance at the cinema 
being considerably greater as a 
rule than the circulation of the 
local paper. 


POSTER ADVERTISING 


Well-sited street hoardings are 
available in and around al! the 
larger South African centres, 
although their number seems 
likely to be reduced as the regu- 
lations of local authorities 
any | place more restrictions 
on all forms of outdoor adver- 
tising. 

There are hoardings for posters 
of 48-sheet, 16-sheet, and a few 
for 32-sheet sizes at Cape Town, 
its suburbs and the nearby towns 
of Stellenbosch and Paarl; Port 
Elizabeth; East London; Durban 
and suburbs; Johannesburg, its 
suburbs, and the Reef towns; 
Pietermaritzburg; Pretoria, 
Bloemfontein and Kimberley. 

There are no sireet hoardings 


in small towns, but South 
African Railways can exhibit 
double royal posters, —~ 


enamelled plates 3 ft. by 2 ft., 
720 railway stations throughout 
the country. The Railways also 
provide sites for 48-sheet and 
16-sheet posters at all the larger 
stations and the suburban areas 
of Johannesburg, Cape Town and 
Durban. The publicity value of 
these facilities can be judged from 
the fact that during 1951 more 
than 250 million journeys were 
made on the South African Rail- 
ways. 

It is fair to say that poster 
advertising is not so popular in 
South Africa as in some other 
countries, No doubt this is partly 
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Serving Clients 
from the CAPE to KENYA 


AFAMAL is the oldest and largest advertising agency in Africa. 
The list of Afamal clients is truly a roll call of commerce and 
industry throughout Southern Africa, and also includes many 
leading British and internationa! advertisers. Afamal serves 
eee eer = welcomes Ne Oe 
of South Africa, Rhodesia and East Africa. 

Having grown up with South Africa—its service tried and 
proved over fifty-three years—Afamal can justly claim a com- 
plete and true knowledge of the field with all its complex 
problems of race, language, tradition, and marketing. Afamal 
provides full facilities in every medium: press, radio, films, 
cinema screens, posters, vehicles, display, and point of sale 
material. 

With a staff of nearly three hundred, including the highest grade 
of technical and creative talent, Afamal can plan and produce 
any advertising campaign in its entirety. The collective re- 
sources of the whole Afamal group are at the disposal of every 
client. 

Afamal can serve British advertisers through their agencies or 
direct, and will gladly supply any information required, 


You can employ Afemel with complete con- 
fidence in its ability to meet any demand 
you can make upon it. 


Head Office: Empire Building, Johannesburg, South Africa. 
Box 7012. Cables: ‘Afamal’ Johannesburg. 
Lendon Office: I! Argyll Street, Oxford Circus, London, W.!. 
Transvaal Advertising Contractors Ltd. 
Box 7256, Johannesburg and Box 258, Pretoria. 
South African Advertising Contractors Ltd. 
Box 914, Cape Town. 
Cape (Eastern Province) Advertising Contractors Ltd. 
Box 44!, East London, Box 53, Port Elizabeth. 
Natal Advertising Contractors Ltd. Sox 1012, Durban. 
Box 41, Pietermaritzburg, Natal. 
Rho-Anglo Publicity Ltd. Box 151, Bulawayo; 
Box 1142, Salisbury. 
East African Advertising Contractors Ltd. 
Box 2266, Nairobi, Kenya. 
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Reach SOUTH AFRICA 'S 


WEALTHIEST WOOL FARMERS AND 
HIGHEST PAID INDUSTRIAL EXECUTIVES 
THROUGH THESE 2 MEDIUMS... 


dawns, in 
Elizabeth. 


‘or’ 


% ~ 
oun an ; 


edition. \ er® 


The “Evening Post” and “Eastern Province Herald” are 
without doubt, the leading mediums in which to convey your 
SALES MESSAGE throughout this vast area of 
approximately 90,432 square miles. For advertise- 
ment rates, etc., write to Messrs. News- 
paper Representations Ltd., Thanet House, 
231-232 Strand, London, W.C.2. 
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South Africa 
Different emphasis on auxiliary media—continued 


due to the cost of providing good 
posters for somewhat limited 
requirements, and to the fact that 
this form of advertising depends 
for its greatest success upon areas 
of dense populations, of which 
there are not very many in the 
Union. It must not be forgotten 
that outdoor advertising is seen 
by scores of thousands of noa- 
Europeans in the urban areas, as 
well as by Europeans. There are 
numerous local advertisers who 
have painted signs on hoardings, 
and there is quite an impressive 
list of national advertisers who 
use poster advertising constantly. 

Several printing firms in South 
Africa produce first-class posters 
by the litho process, and a num- 
ber of others specialise in excel- 
lent silk-screen work. 


VEHICULAR 
ADVERTISING 


Painted signs on buses and 
trams form an effective mobile 
medium of reminder and prestige 
publicity which is widely em- 
ployed @ both loca! and national 
advertisers. It is available at all 
the largest centres of population 
and at some of the small ones, 
for both single-deck and double- 
deck buses. In some cases it is 
necessary to book complete 
vehicles; in others the advertiser 
may book side panels, backs, or 
interior spaces separately, as 
required. 

Most of the routes travelled by 
these public vehicles cover many 
miles, so that their advertising 
value lies not only in their appeal 
to passengers but also to 
motorists and other road-users, 
and people passed in the streets 
en route. The medium is felt to 
have a particular value as a final 
reminder to shoppers, and a mar- 
ket research survey made recently 
in a typical jndustrial town 
showed that 48 per cent of the 
informants had travelled by bus, 
on the day they were interviewed, 
to reach the shopping area, 

The best advertisements on 
vehicles are the “poster” type, of 
attractive colouring and design 
and with a message that can be 
absorbed at a glance. They in- 
clude illustrations, which are 
admirably executed by skilled 
signwriters. 


OTHER MEDIA 


Among auxiliary media come 
neon signs. In the larger South 


African centres there are some 
prominent roof signs for 
nationally - advertised products, 
but suitable sites are not very 
numerous. There are, however, 
tens of thousands of smaller signs 
in and on shops and other busi- 
ness premises a over the 
country, and the demand for 


As regard dealer-aid material, 
it can truthfully be said that 
South African specialists are able 
to produce every conceivable type 

| of the most modern display re- 


| electric signs is always active, 
| 
| 
| 
} 
| 


quirements. From a small printed 
cut-out to a large display unit 
combining photography with 
high-class silk-screen work, from 
an imaginative window display to 
a novel and elaborate stand at an 
exhibition, the overseas advertiser 
may safely rely on South African 
resources, in the knowledge that, 
however difficult to please he may 
be, he will obtain something 
which is as good as any display 
product of his country. 

No mention has been made of 
advertising by mail. This is 
because somewhat indifferent use 
of it is made in the Union, except 
by mail-order firms and certain 
others, mainly technical or pro- 
fessional concerns, whose appeal 
is highly selective and the “pros- 
pects” well known. For the ad- 
vertiser to the general public 
postal publicity is difficult to 
carry out efficiently on a large 
scale and is likely to prove too 
expensive, since the printed 
matter must be bilingual, which 
doubles its cost and often places 
several restrictions on methods of 
presentation. 


PROBLEMS OF 
SPONSORED RADIO 
Continued from page 432 


Africa has come a long way in 
the st five years and jis still 
developing. Although Springbok 
have stated that their vroadcasts 
would follow a distinctive South 
African pattern, there is litle to 
distinguish them from their 
American or Australian counter- 
parts except, perhaps, that for 
obvious reasons they are not as 
good nor so enterprising. As for 
L.M. it has no pretensions of 
appealing to anyone except the 
masses and this it does very 
successfully. 

There is every evidence that 
when properly used both com- 
mercial broadcasting services sell 
goods at an economic cost and 
the imposing list of advertisers 
on Springbok and _ Lourenco 
Marques appears to show that 
these advertisers have proved this 
to their own satisfaction. Radio 
time and talent costs are pro- 
bably over £800,000 per annum. 


A.A.A. represents 


the agents 
Advertising agencies in the 
Union are represented by the 


Advertising Agents’ Association 
of South Africa. It seeks to 
create a spirit of co-operation 
among members to improve the 
standards and methods of adver- 
tising and to discourage un- 
desirabie and unethical practices, 

Membership is open to organi- 
sations which are recognised as 
advertising agents by the News- 


paper Press Union of South 
Africa. 
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ADVERTISER'S WEEKLY 


The Greenwood 


team has 


made news in 


South Africa! 


Greenwood Advertising has become a trusted force 
in South Africa for personal service, experienced 
advice and advertising ‘know-how’. The South 
African staff consists of widely experienced men 
and women who are thoroughly conversant with 


all phases of advertising and marketing in the 
Union. Greenwood Advertising is a virile 
team, out to sell for you and knowing how 
to set about it. Group thinking is a feature 

of the Greenwood service and campaigns 
maintain London standards of crea- 

tive art and production. The team 

is ready to sign for YOU. 


GREENWOOD ADVERTISING 
believe in advertising 


GREENWOOD ADVERTISING (S.A.) (PTY.) LTD. 3 Kruis St., Johannesburg and Advertising Centre, Riebeek Square, 
Cape Town, S.A. 
Head Office: Greenwood House, 4-7 Salisbury Court, Fleet Street, London, E.C.4 
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ADVERTISER'S WEEKLY 


NEW 


It is our pleasure and 
privilege to make our 
selves known in England 

The N.P.U. of South 
Africa granted full recogni 
tion in July 1952 and 
Kenyon Advertising proud 
ly presents advertising that 
sells through enterprising 
design and ‘telling’ copy 

Already favoured by 
26 clents, we are in a posi 
tion to suggest and accept 
campaigns on behalf of 
Overseas Advertisers 

Information on the 
S.A. Market and Press will 
gladly be 


posted per air 


mail to those interested 


“It's Kenvon's for London Tifheeney 
in Jobannesburg 
KENYON 

Ase venavwreset we 


(PTY.) LTD. 


SA. MUTLAI 
HARRISON ST, 
CABLES 


BUILDINGS 
JOHANNESBURG 


KENDESIGN 
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South Africa 
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Getting past the picturesque—continued from page 427 


(110,450 square miles), Orange 
Free State (49,647 square miles) 
and Natal (35,284 square miles) 

Since the adjoining territory of 
South West Africa is administered 
by the Government of the Union. 
under the 1920 Mandate of the 
League of Nations, it is usually 
considered with the Union for 
marketing purposes. Its popula 
tion is steadily imecreasing and 
now totals 429,654, of whom 
48,590 are Europeans. Main in 
dustries are mining (especially 
diamonds and lead) and the rais 
ing of karakul sheep 

All sections of the Union's 
population are increasing fairly 
rapidly, Revised preliminary 
figures of the 1951 census give the 
total for all races as 12,646,375 
as against 11,418,349 in 1946 
The two main sections of the 
population are Europeans 
2,643,187 (2,372,690 in 1946). and 
Natives 8.535.541 (7,831,915 in 
1946). Other totals are Coloureds 
(people of mixed race) 1,038,766, 
4siatics 361,524, Cape Malays 
63,557 

Now let us see how the popu- 
lation is distributed: 


CAPE: Europeans 935.674 Natives 
) 483.652 Coloured 923,914 Asiatics 
17.448: Cape Malays 56.452 There are 
464.347 European males, and 471,327 
females 1,142,794 Native males, and 
1.340.858 females: 462,843 Coloured 


maics, and 461,071 females 


NATAL: Europeans 274.468, Natives 
1.801. 347 Coloured 30,567 Asiatics 
299.0608, Cape Malays 983 There are 
1%476 European males. and 137 99) 
females 875,155 Native males and 
¥28.192 females: 14.877 Coloured males 
and 15.690 females 

TRANSVAAL: Europeans 1,205,458 
Natives 3.472.640 Coloured 69,502 
Asiation 48,892; Cape Malays 5.913. There 
at 7 184 European males, and 

18.074 females; 1,943,313 Native mates 
and «§1.430.327 females; 34,810 Coloured 


maics, and 3 


os 

ORANGE FREE STATE: Europeans 
227, $87 atives 775,702 Coloured 
14.783 Asiatics 16; Cape Malays 119 
There are 115.627 European males. and 
111.960 females; 396,843 Native males 
snd «378.859 females; 7,638 Coloured 
males, and 7,145 females 


From the foregoing figures it 
will be seen that the Transvaal 
(4.802.405) and the Cape 
(4.417.240) between them have 


THE ONLY REFERENCE 


about 75 per cent of the Union's 
total population. The Transvaal 
has the largest number of 
Europeans and Natives, the Cape 
most of the Coloured, while Natal 
has by far the largest concentra- 


tion of Asiatics 
The population of the principal 
cities, including their suburbs, 


with the figures for Europeans in 
parenthesis, are 


Johannesburg s80.014 GS9.599) 
Cape Town 71,628 (47,446) 
Durban 475.026 (150.826) 
Pretoria 283,148 (150.657) 
Port Elizabeth 188.617 (78,529) 
Bloemfontein 109.130 (48,923) 
East London 9.978 (43,807) 
Pictermaritzbura 4399 (32,110) 
Kimbericy 212 (20,342) 
Other large centres are situ- 
ated on the Rand within 30 miles 
of Johannesburg —- Germiston, 
with a total population of 
149,982; Springs, with 119,351; 
Benoni, 93.951; and Brakpan, 
84,998 Their populations are 


not entirely due to the fact that 
they are primarily concerned with 
a considerable part of the Wit- 
watersrand goldfields (which, im- 
cidentally, have contributed over 
£2.000 millon to South Africa's 
prosperity during the last half 
century) for they also have many 
important secondary industries, 
various branches of engineering 
being prominent amongst them 


Population indicates 
industrial developments 


The populations of the larger 
centres may be accepted as a 
good indication of their industrial 
development Johannesburg is 
not only the hub of the gold- 
mining industry (a strong rival is 
springing up in the Orange Free 
State goldfields), bur during the 
last fifteen years an amazing 
variety of secondary industries 
has been established there. 

Cape Town has a diversity of 
industries, and so has the Durban 
area, Pretoria, too, has a wide 
range of industria! activities, in- 


WORK 


OF ITS KIND ON AFRICA! 


Just published 


bigger and better than ever 


THE AFRICAN PRESS AND 
ADVERTISING ANNUAL 


1952-1953 


Indispensable to all who wish to be well informed aby 
continent, especially advertisers and exporters 
facts for 40 territories—areas, populations, languages, « 


the African 
Covers a big range of 
mic details, 


currencies, imports and exports, and up to date Press Guides. 


Over 400 pages, size 84" 


full cloth, wel 
Price 25/-, 


indexed and 


postage 


54°, bound in 


timitrated 


and pac kne ree 


From THE PUBLISHERS, P.O. BOX 334, CAPE TOWN 
or from the United Kingdom agent 
THE AFRICAN AND COLONIAL PRESS AGENCY LTD. 
8 RED LION SQUARE, LONDON, WC! 


cluding the Iscor steel works; the 
industrial growth of Port Eliza- 
beth has been phenomenal of 
recent years, and Bloemfontein. 
with its central geographical 
position, i$ attracting an increas- 
ing number of industries, which 
are bound to grow with the devel- 
opment of the new Free State 
gold mines. East London and 
Pietermaritzburg, although not 
industrialised to the extent cf 


other centres, are developing 
quickly. 
Location 

of industries 

Other manufacturing industries 
are to be found all over the 


country, according to the com- 
modities for which the neigh- 
bourhoods are best fitted. For 
example, iron and steel products 
at Vereeniging, the largest coal- 
mining area in the Union, the can- 
ning of fruit and vegetables in 
certain Cape towns, the sugar 
industry in Natal and so on. 

Farming is vastly important to 
the Union’s economy. Maize is 
one of the main agricultural 
crops, and other cereals are 
grown in many parts of the 
country. The Cape is world- 
famous for its grapes, and a very 
large wine industry has been 
built on them. All kinds of both 
deciduous and citrus fruit are 
grown, including figs, bananas. 
avocada pears, papaws, and pine- 
apples. There is a big produc- 
tion of tobacco in parts of the 
Cape and the Transvaal, and «f 
sugar cane in the coastal areas 
of Natal. Soya beans are grown, 
sO is cotton to some extent, and 
recently rice has been successfully 
produced on a small scale. 

Livestock flourish. with their 
dependent industries, tanning and 
the export of hides. Wool exports 
are most valuable. South African 
Angora goats provide a very 
large proportion of the world’s 
supply of mohair. 

This review of South African 
resources and activities must 
necessarily be somewhat sketchy 
but would be incomplete without 
reference to the whaling industry, 


and to the minerals other than 
gold, which include diamonds. 
copper, tin, manganese, coal. 


asbestos, and many other precious 
and base metals. 

One other matter remains to be 
dealt with to complete a broad 
picture of the South African 
market—-language grouping. The 
Union is determinedly bilingual, 
the official languages being 
English and Afrikaans. The use 
of Afrikaans is growing in every 
direction, and it is the home 
language of fully 60 per cent of 
European South Africans. The 
great majority of these Afrikaans- 


speaking people are bilingual. 
and bilingualism is a national 
educational aim as well as a 


desire common to South Africans 
as a whole. There is, however. 
still a preponderance of English- 
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ADVERTISER'S WEEKLY 


Reach 100,000 Business executives 
in Southern Africa — 


— through the 


S.A. FINANCIAL NEWS 
AND TIMES 


A special 200 page permanent 


: Sections 
reference Supplement will be ee 
issued in January 1953 on deal with— 


BRITISH INDUSTRY Shipbuilding. 


Marine Engineering, 
Auxiliary Machinery, 


This supplement now being] prepared entirely <p, 
at the London office, will review the manner Equipment, 
in which British Industry has served Southern tron Fowndsies, 
Africa, and how British Industry can attend to _ saci Seika 
Southern African NEEDS in the future. mee A rr 
Here is your great opportunity of reaching —— 
the business men of Southern Africa with an Motor Car Industry, 
advertisement in this 200 page supplement with Ni 
the added value of permanent reference. _ Eauipment recess 
extiles, 
GUARANTEED CIRCULATION — 100,000 re sa 
Furniture, 


Leather Trades, 
Rubber Tyres and Associ- 


Reserve Your space NOW from the Paice 


Machine Tools, 
Distilling, 
Pottery and Glassware. 


LONDON OFFICE 

40 MORTIMER STREET, LONDON, W.1 Advertisement Rates 
One Page (144in. x 10in.) 

Telephone LANgham 1423 £250. 


One Half Page £135. 
One Quarter £72. 


Overseas Representative M. A. HOOKER 
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Still 


ADVERTISER'S WEEKLY 


offers 


Lourenco Marques Radio 


the CHEAPEST 


commercial radio buy 


in Southern Africa at the 


LOWEST cost per 1,000 listeners 


Enquiries to. Davenport & Meyer (Pty.) Ltd., P.O. Box 4301, Johannesburg, 


or VS Portland Place, London, W.1 


Teleph oat: Langham 20)) 


The Key to Influence in 


South Africa 


Nearly 60 per cent of South Africa’s white population of 
more than two million is Afrikaans-speaking. Every day in 
scores of thousands of Afrikaans homes the publications of 
the NASIONALE PERS BEPERK (National Press Ltd.) speak 
to the whole families in their own language. To the advertiser 
they offer the key to this important consumer's market. 


DIE HUISGENOOT 

South Africa's favourite Afrikaans family magazine with Nation- 
wide coverage. 

SARIE MARAIS 

South Africa's foremost Afrikaans women's weekly giving 


complete coverage of the Union. 
DIE LANDBOUWEEKBLAD 
South Africa's only formers’ weekly in Afrikaans. 


A special 


section of the Magazine is devoted to the interests of women on 
the Farm. 

DIE BURGER 

South Africa's leading Afrikaans daily newspaper. 

DIE JOHGSPAN 

South Africa's only children’s newspaper. Taken by all schools 

as collateral reading matter. 


Heod Offices 


Nasionale Pers Beperk 
W Keerom Street 


Cape Town 


eee ewe wees 


London Representatives : 
Edwin Greenwood Ltd. 
231-2 Strand, London, W.C.2 
J, Forecast, Manager 


ecovsesepoesesaeoeeoee 


THE WASIONALE PERS BEPERK 1S A MEMBER OF THE SOUTH AFRICAN AUDIT BUREAU 
OF CIRCULATIONS 
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South Africa 
Getting past the picturesque—continued 


speaking people in Natal and the 
Cape, and an even heavier pre- 


' ponderance of Afrikaans-speaking 


people in the Transvaal and 
Orange Free State. 

The language question obd- 
viously has its influence not only 
on the selection of advertising 
media, but also in the presenta- 
tion of labels, cartons, package 
enclosures, etc., in both langu- 
ages. Nevertheless, it is being 
more and more realised that ihe 
mere translation of English 
advertisements and printed matter 
into Afrikaans is not necessarily 
good enough to meet the require- 
ments. 

Another pointer to the need 
for the employment of South 
African specialists is provided by 
the Native market, which is a 


problem in itself. It is worth at 
least £100 million per annum 19 
the Union alone and the power 
of the printed word among the 
Native population, especially .o 
the urban areas, is growing fast. 

Finally, it is safe to say that 
the marketing potential in South 
Africa is bigger than might be 
supposed from its population 
figures. The average European 
standard of living is high, com- 
pared with that of some of the 
older countries, the demand per 
capita for consumer goods prob- 
ably being larger than that of any 
other market except the U.S.A. 
Further, South Africa depends 
largely upon imports for the 
capital goods required for i's 
ceaseless progress and develop- 
ment. 


MARKETING 


ADVICE, CREATIVE FLAIR 


AND MECHANICAL SERVICE 
Continued from page 434 


happy abundance of idiom, and 
“translation” of any but the most 
trivial and purely factual of 
statements is really impossible. 
The “translations” which can be 
obtained from the offices of this 
country’s d#plomatic representa- 
tives abroad are apt to be aca- 
demic rather than colloquial. 
Further, there is the quite un- 
necessary risk of typesetting in a 
language which, in most in- 
stances, is “Greek” to the comp. 
Proofs, at least, should be vetted 
in the Union. 

It is little things like misplaced 
accents or the wrong use of the 
indefinite article, the tricky “’n” 
(found on our typewriter and 
linotype keyboards and in our 
“cases,” but rarely elsewhere), 
and a host of other seemingly 
trivial errors that can so easily 
spoil Afrikaans advertising pre- 
pared “synthetically.” out of 
touch with the language as it is 
spoken (and written) on the very 
market place such advertising 
aspires to impress. 

Even worse is the damage 
often done, quite unwittingly, by 
illustrations that simply do not 
“go down” in this country. Here 
again, the common sense precau- 
tion of entrusting al! artwork to 
one of the many competent 
South African agencies will prove 
the cheapest form of accident 
insurance. 

But what of blocks’? There are 
engraving houses in Cape Town, 
in Durban and on the Rand, and 
in most other centres, with a 
slight emphasis perhaps on those 
in Cape Town, thar wil! turn out 
anything from a _ perfectly 
matched set of four-colour half- 
tone blocks to plastic stereos or 
photo-litho plates, quickly, effi- 
ciently and with that devotion to 
detail] (mere “attention” is not 
enough) that is the secret of the 
engraver’s art anywhere. 


The principals of several of 
these houses pay periodic visits 
to Britain and the United States, 
and they have made it possible 
also for members of their staffs 
to attend courses in new process 
techniques there. Equipment is 
of the very latest and competi- 
tion healthily keen, with resulting 
benefits to advertisers. Stereo- 
typers, men steeped in their craft 
and running their own businesses, 
supply the “mats” and stereos, 
nickel-faced if you want it, 
electros if the expense is war- 
ranted—and it is a happy feature 
of the South African advertising 
scene that the odd dozen or so 
of these “personal” shops can 
still compete with the foundries 
of the newspapers and the stereo 
sections of the large and busy 
engraving houses. Personal 
friendships, a joint dedication to 
the agency conception of service 
to the client, have grown up be- 
tween these men and the pro- 
duction people in the agencies, 
again to the great benefit of the 
latter's clients. 


Agencies are 
second to none 


Less easily defined, perhaps, 
than the extent of technical faci- 
lities now offering in the Union 
in such abundance is the vast 
reservoir of expert marketing 
experience, the pool of on-the- 
spot advertising knowledge which 
South African agencies have to 
offer. Organised and operating 
on the same lines, if not always 
on the same scale, as their col- 
leagues across the seas— 
approaching their problems in 
the same spirit, and staffed, as 
they are, with wide-awake, com- 
petent, talented and enthusiastic 
specialists, our agencies, too, are 
second to none. 
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The Reader’s Digest 
South African Edition 
seeks out the people 


with money to spend 


GUARANTEED 120,000 
AVERAGE MONTHLY 
NET SALE 


N this vast territory, the advertiser's prob- other markets, it attracts and holds as readers 
lem is to find and reach, with minimum the men and women who are interested in 
waste, the people who can buy his goods. affairs, receptive to new ideas —and generally 
The Reader's Digest does it for him. It able to buy what they want. 
covers the whole of the Union, and is by far Rates are competitive, the full-colour rates 
the leading monthly magazine. Here, as in particularly attractive. 


6 INSERTIONS 
@ IN 12 MONTHS 


12 INSERTIONS 
IN 12 MONTHS 


PAGE RATES CASUAL 


Black-and-white £100 £95 £90 


I wo-colour £115 £109.5.0 £103.10.0 


Four-colour £140 £133 £126 


10°, discount for double-page spreads. 10°, premium for bleed pages. Agenc) 
discount 15°, of the gross. Cash discount 2°, of the net. 


Advertisement Director: | Albemarle Street, London, W.! 
GROsvenor 4738 


South African Representative : 


G. ATHOL HARRISON, 413 PERMANENT BUILDINGS, DARLING STREET, CAPE TOWN 


ADVERTISER'S WEEKLY 


Agricultural Equipment 


Allis Chalmers. International Harvester 


Aircraft & Travel 


British Overseas Airways. Central African 
Airways. Douglas Aircraft. Farrell Lines 
K.L.M. Royal Dutch Airlines. Lockheed 
Aircraft. Pan American Scandinavian 
Airlines. South African Airways. South 
African Railways. Springbok Service. Thos 
Cook. Union Castle 


Banking, Insurance & Investments 
Selected Units. South African Mutual Life 
Assurance. South African Permanent 
Building Soc. Standard Bank 


Beverages & Food Products 


Bird's Custard. Brooke's Lemos, Oros 
Cadbury's Chocolate Biscuits. Coca-Cola 
Crosse & Blackwell, Instant Postum. Lac 
togen. Lazenby’s Worcester Sauce. Lyons 
Tea. Milo. Nescafé. Nestlé’s Cream, Milk 
Chocolate. Robertson's Puddings Royal 
Baking Powder, Puddings. Trotter's Jellies 


Clothing & Textiles 


Berkshire Stockings. Bridget Wools Dr 
Watson's Shoes Fairweather Coats 
Howard Ford Nylons. Morley Knitwear 
Norvic Shoes. Paradise Shoes. Pyramid 
Handkerchiefs. Sitknit Fabrics. Sanderson 
Fabrics. Tootal Fabrics, Ties. Warners 
Foundation Garments 


Cosmetics & Perfumes 


Goya. Helena Rubinstein. Peggy Sage 


Fountain Pens 


Biro Pens. Esterbrook-Hazell. Parker Pens 
Sheaffer Pens 


Household Equipment & Supplies 

AE. & C1. Paints. Dunlopillo. Feltes 
Frigidaire. Herbert Evans Paints. Javel 
Johnson's Liquid Wax. Kelvinator Refrig 
erators. Lux. Mayfair Colour Centre (Lewis 
Berger). Min Cream. Servel Refrigerators 


industrial & Machinery 

African Explosive & Chemical Industries 
British Leather. Colas. Dorman Long 
Hyster Lift Trucks. Monsanto Chemicals 
Stewarts & Lioyds 


Jewellery & Watches 


Mido. Movado. Omega Oris. Rolex 
Watchmakers of Switzerland 


Motor Cars & Accessories 


Austin. Bartleite Batteries. Bedford. Caltex 
Car-Valet. Champion Sparking Plugs 
Chevrolet. Delco Batteries. Duniop Electric 
Auto-Lite Plugs. Firestone. Ford. GM 
Trucks. Goodyear. India. Johnson's Car 
Plate. Nash Airflyte Opel. Packard. Prest 
o-Lite Batteries Renault, Studebaker 
Vauxhall. Willys-Overland 


Cffice Equipment 

Burroughs. Olivetti. Smith & Corona 
Underwood 

Pharmaceuticals, Drugs & 

Toilet Goods 


Aqua Velva. Colgate Brushless Shaving 
Cream. Colgate Dental Cream. Dettoi 
Disprin. Eversharp-Schick. Gibbs S.R 
Gillette Blades. Hi-Lite. Ingram Shaving 
Cream. tpana. Kolynos Dental Cream 
Lux Toilet Soap, Soap Flakes. Palmolive 
Soap. Pepsodent. Prell. Silvikrin. Steradent 
Tom Home Perm. Vinolia Soap. Vitalis 


Photographic & Optical Equipment 
Bausch & Lomb. liford. Kodak 
Publishers & Schools 


Book League of Africa. International 
Correspondence Schools. World Book Club 


Radio & Electric Equipment 
Pye Radios. Sylvania. 
Tobacco Products & Accessories 


Consulate. Rembrandt. Ronson Lighters 
State Express. Wills's Gold Flake, Viceroy 


Wines, Spirits & Beers 


Bell's Old Scotch Whisky. Castle Beer 
"s London Gin. Old Buck Gin. 


ere eee 7 ‘ 
| 
~ 
<:' 
: a a 
«) ; : , a 
: AMONG 1952 ADVEMTISERS — 
as im THe 3 
, SOUTH AFRICAN EDITION 
q 
4 
| : 
a CCS ’ 
we as 
os 
; ee : 
| pe . 
4 t 
a | 
% es 
ee | 
: 7 
s } 
. pe | | 
* 
i 
pe ) | 
; i Me 
ES. Seer peerarmanrsasmisc - 
, a. Pry - 
) re 
ee | 
Pe OE pe. ore ee _— fo aot 


VaVaVIVEVE VavIVaVeVay var 
vay 


ADVERTISER'S WEEKLY 


New sponsored films reviewed ... 


by PAUL NUGAT 


Forty-five minute saunter through 
the Cadbury plant—in Technicolor 


{ADBURY'S§ 45 - minute 
/ Technicolor film, The 
Bournville Story, is what it 
sets out to be—a pleasant 


saunter through the factory 

The audience wiil surely be 
impressed by the array of preci- 
sion machinery performing its 
continuous feeding of the con- 
veyor belts. These are the most 
impressive sequences of a film 
which ambles along much as the 
thousands of visitors to the fac 
tory do every year And like 
some of these visitors, we stay 
too long looking at the contor 
tions of toffee winding itself to 
the correct texture, or studying 
the centres of the chocolates be- 
fore they receive their chocolate 
coatings 

Richard Attenborough speaks 
the commentary written by James 
Cameron In seeking to be 
chatty, friendly, and casually in- 
formative, to appeal to the child 
who has just cut his first teeth 
ind to the woman who has just 
lost her second set, the human 
coverage is rather too broad to 
he a complete success 

Anglo-Scottish Pictures Ltd., 
who produced the film, found the 


over oming sale< res 


national scale 


‘cavalry’’. Commanding 


ert Cinemas 


Indepen 


Advertising Servi 
to bear on any front 
3,500 cinema f Eng 


Wales, reinfor 


of producers, artists an 


strategy, it is always go 


Presburys Manual of Military Lore 


Throwing in the cavalry 


The speediest and most effective means of 
stance 
is to throw in Presburys 
the cream of the 
Presburys 
e can be rapidly brought 
Its full strength is 


and, Scotland and 


ed by a highly-trained cadre 


mechanics of chocolate-making 
much the most inspiring part of 
this assignment. 

* * * 


NOTHING 18 more heartening to 
an advertising medium than the 
steady inflow of new clients. In 
the case of the two minute adyer 
tising films and filmlets, produced 
by Theatre Publicity, the ratio of 
new clients to old ghould give 
them every reason for satisfac- 
tion. 

Of the four reels just shown to 
me, reel 1 carried three new ad- 
vertisers to seven old ones; reel 2 
had six new to eight old; ree! 3 
consisted of eight new and five 
old; reel 4 had three new ones 
and two old ones. 

The new clients are Stephen's 
ink, Zenobia, British Railways 
(packed meals), State Express 
cigarettes, Scotch Boy tapes, Sir- 
dar wools, Clozone soap powder 
(made by Bibby’s) B.M.K. carpets, 
Airwick, Maldano Damson Cream 
cocktail, New Zealand Sturmer 
apples, the Festival Gardens, 
Hansons dairies, Dunlopillo mat- 
tresses, Silver Key hosiery, 
Brooks milk, Morlands bootees, 
Lloyds Adrenaline cream, 


on a local or 


Screen 


executives. 


d tactics to remember this:— 


for FILMS choose .... 


Complete production and distribution service for all 
types of advertising films, filmlets (colour or mono- 


chrome) and slides. Ask for details. 


S. PRESBURY & CO. LID., GLOUCESTER MOUSE, 19 CHARING CROSS 


ROAD, LONDON. W C2. Telephone | Wititehall 340! 


Whatever your advertising 


Caperns bird seeds, and Formica, 

Special mention for a very 
clever tie-up is due to Players 
Cigarettes. They put Lt. Col. 
Harry Llewellyn and Foxhunter 
into their series, Players of Merit, 
without infringing his amateur 
status a month before the Olym- 
pic Games. It was the first time 
that Technicolor was used in this 
series. 

* * * 


importance of the 
African Manganese Co. Ltd.'s 
film called rather pompously 
Colonial Industrial Achievement 
is the attempt by Hartley-Ward 
Studios Ltd. to invest an indus- 
trial subject—the mining of man- 
ganese ore—with the personal 
approach angle. 

In brief, the film tells the story 
of the pioneering work, begun 35 
years ago at Nsuta in the Gold 
Coast, of excavating the bush 
country for manganese, the essen- 
tial ingredient of steel 

Much of the film is a visual 
description of the processing of 
the crude ore by plant of the 
latest design. Interlarded are 
scenes of the welfare state for 
African employees, showing the 


THE REAL 


PRESBURYS 


MEMBER OF THE ASSOCIATION OF SPECIALISED FILM PRODUCERS 


Novemser 20, 1952 


This still from “Colonial Indus- 


trial Achievement” shows an 
African pattern maker who was 
trained by European instructors. 


bungalows, canteen, hospital, 
club-house, etc. 
The film is being given a 


cinema distribution. As its run- 
ning time is 28 minutes, the pro- 


ducer and his sponsor have 
scored a notable distribution 
success. The film unabashedly 


beats the drum for British enter- 
prise. Some people will find it 
ingenuous and patronising, others 
will applaud with little reserva- 
tion. 

* * * 


JUDGED BY THE Canadian Asso- 
ciation for Adult Education to be 
the best industrially-sponsored 
Commonwealth film for 1951, 

Power has now reached 
Britain and is being distributed 
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THE NOTTINGHAM JOURNAL and the NOTTINGHAM 
EVENING NEWS, two of the Westminster Press great system 
of provincial newspapers, are part of the busy life of the 
Nottingham area. Here the population are earning good money 
and present a ready market for advertised goods of all kinds. 
Altogether, there are 36 Westminster Press Papers, and you 
will find that they are all situated in Britain’s most prosperous 


ERNEST LUMSDON 


ADVERTISER'S WEEKLY 


provincial territories. Every one of these papers covers 


a public which is capable of increasing your sales considerably 


— if it can be reached economically by your advertising! That is 
where the ‘Thrifty Thirty-Six’ Westminster Press Newspapers 
are so well fitted to help you. At a very reasonable cost you can 
be sure that you are placing your advertisements where they 
are going to be really effective. 


All the Thrifty Thirty-Stx are members of the A.B.C.) 


London Advertisement Director 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170 FLEET STREET, LONDON, E.C.4. TEL 


CENTRAL 3265 


Leeds Office: 
11, ALBION PLACE, LEEDS |. TEL: LEEDS 24998 


Manchester Office: 
MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER 2. TEL: Stackraians 3930 
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Over 20 years 


experience 


in the design, construction and 


operation of 


MOBILE 
CINEMA VANS 


is at your service. 


We are the only firm in the 
world which specialises in this work 
and we have supplied Mobile Cinema 
Vans of all types to many different 


countries overseas. 


BRITISH FILMS 


LIMITED 


199 PICCADILLY, LONDON, W.1 


WORKS.) BALHAM, S.W.17 


the Associa Specialised Film Producers 


a4 


New films reviewed —continued 


by the Northern Aluminium Co 
Ltd. 

Its essence is the complete 
story of aluminium. But it is 
regaled with the beauty and 
variety of scenery in the best 
travelogue tradition The film 
runs 32 minutes and was pro- 
duced by Crawford Films of 
Canada 

* * . 


THE GAS industry Owes its 
existence to the dogged Scotsman, 
William Murdoch, who nearly 
100 years ago illuminated his 
humble home by gas and scared 
the superstitious Cornishmen by 
running a model engine, powered 
by gas, through the dark country, 
lanes. 

The Vital Flame produced by 
John R. Stewart traces the his- 
tory of the gas industry from 
those distant days, When mounte- 
banks were profuse in their 
claims for having invented the 
commercial use of gas, to the 
present time, when even the elec- 
tric lamp requires gas in its 
manufacture ! 

In another Gas Council film, 
Pride and Joy, Philip Harben 
gives an earnest and uncomfo;- 
table performance of cooking by 


E P. L. PELLY, chairman and 
joint managing director of 
the Film Producers’ Guild Ltd., 
has recently been finding out on 
the spot how US. businessmen 
are using films. In his firm's 
magazine, Imagery, he quotes a 
recent survey showing that 50 
per cent of all American firms 
are now using films as an infor- 
mation medium, and that the 
percentage is rapidly increasing. 
Firms like Genera Motors, 
General Electric, Westinghouse 
and American Telephone and 
Telegraph each commission the 
production annually of between 
20 and 40 films at from quarter 
to half a million dollars. 

There are no less than 200,000 
known “self-equipped audience 
groups” in the United States, i« 
clubs, schools, church halls. trade 
bodies and the he Owning 
their own project equipment, 
they are ready to show any suit- 
ably interesting and informative 
films which may be offered to 


them 
These groups include the tre- 
| mendously rich market, repre 
| sented by the Women's clubs and 
church organisat vid for 
the kind of “cultu nforma- 


tion Which can so casily be con 
nected with products and services 


emanating trom this country 
These groups and hers con- 
Stitute a tremendous potential 


Jubilee issue of ‘Mining Review’ | 


Films could help earn more 
dollars—sAys F.P.G. CHAIRMAN 


NovemsBer 20, 1952 


gas. The fault is not his. Lack 
of camera movement and poorly 
selected angles force him to make 
the kind of frontal appearance 
one would expect from TV where 
only One camera was being 
Operated. 

Producers were Regent Films 
Ltd. 


* * 


The Mining Review produced 
by Data Films for the National 
Coal Board for the last five years, 
has reached its Jubilee with a re- 
view of some of the more im- 
portant events already filmed in 
previous numbers This sym- 
posium jis Most impressive It 
maintains the high standards for 
intelligent presentation of news, 
which have made the “Mining 
Review” the best thing of its 
kind. Three hundred cinemas in 
the coalfields are regular exhibi- 
tors of this non-propagandist 
news-ree] 

* * * 

BRITISH ENTRIES had an un- 
happy time at Le Mams this year. 
This should detract very little 
from the enjoyment the motoring 
public will get from the film of 
this 24-hour occasion, produced 
by the Shell Film Unit. It is a 
first-class production. 


outlet for films of a general 
public relations character, of 
which American industry is not 
slow to take advantage 

It is possible to reach as many 
as 40 million people in this way, 
or to discriminate between those 
groups which are thought worth- 
while and those which are not. 
For example, General Motors 
mail a 40-page film catalogue 
each year to 80,000 selected 
audiences of this type which 
regularly borrow their films. 
This kind of distribution is 
usually handled by one of several 
“non-theatrica] film distributors” 

agencies who specialise in 
reaching particular sections of the 
potential field 

Another use of films which is 
gaining rapid headway in America 
is for the demonstration of 
capital equipment at the “point 
of sale” (usually in the buyer's 
office) by means of portable self- 
contained sound-film projectors 

“Each year in England,” com- 
ments Mr. Pelly, “a large number 
of industrial films are produced 
for sales promotion, public rela- 
tions and training purposes; and 
yet I am not aware of a single 
film made in this country (other 
than long-range propaganda 
made for the Board of Trade) 
which has been aimed at increas- 
ing dollar sales!” 


a a ——— 
— , *® 
: z 
a | 
- Pe 
a 
4 
i | 
£ i ; ae: i 2 es 
a a y | 
| 3 
| . | 
| | 
yy a " 
LJ — f i , o 
oe sx im | .) 6 ys } 
if \ 4 
ay i Be ey 
ee 
——— 
es 
| 
ee oe ea oe Oe eee 


NovemBer 20, 1952 ADVERTISER'S WEEKLY 


Albert Smith 


Whether your business is 
Fish, Fowl, Flowers or Form, 


and whether you need to sell your products or 
only to make sure that their good name is kept in front of the public — 
our experience in all forms of applied advertising in the third 
dimension should be of use to you. Our Account Executives are 
available to advise on your current problems and to suggest means 


to solve them. We are on the telephone at Shepherds Bush 1281 


oe A unique display of 28 Coronation feature-emblems is on 


exhibition in Hall C, displayed realistically against a full-size painted 


street-scene. Please come and see it by appointment 
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ee ee a a Weekly newspapers’ self-promotion problems 
THE 


WELLINGTON JOURNAL Porilous passage 
& 


SHREWSBURY NEWS 
net sates § | ,808 WEEKLY (A.B.C.) 


London Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (centro! 2626) 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


NET SALES 


42,150 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone HOUnslow 0016-7-8 
London: George Jackson, 
Clifford's Inn, £.C.4 HOL MII 
Founder Member London Suburban 
ond Hore Counties Press Group 


The newspapers 
of North Essex 


Lssex County 
Standard 


Gazette 
Braintree and Witham 


TIMES 


Over 46,400 a week A.B.C. 
17s, 6d. per s.c. inch Flat 


“SORTIE!” 


Direct Mail 
be lkened Task Force 
penetrating at selected points 
carrying a personal message 
It is the spearhead of Forceful 
Publicity 

But unless you belong to 
the British Direct Mail Adver- 
lising Association, you are 
probably unaware of the full 
possibilities of this most 
trollable,” 
most personal of all forms of 
advertising 

Drop a line to-day to the 
B.D.M.A.A., 53 Victoria Street, 
S.W.1, to see what it can do 
tor YOU 

This space in the A.W 
contributed by a member firn 


to a 


cone 


most revealing and 


wis 


— 
LEN OLE OO ELODIE 


Advertising can 


If its 


CENTRAL SCOTLAND 


then the very Best Coverage is the 


STIRLING OBSERVER 


Series 
A.B.C 


16,648 weekly 


The only newspapers printed in 


Stirling, that give a certificate 


sales 


of 


Rates from 
WILL KITCHEN JR. LTD. 
131 FLEET STREET. 


(on vel. 


La. 


" sHOWCARDS y 
nehrenr 


aS 


SILK SCREEN ARTS LS 


@7 SHIRLEY ROAD. CROYDON 


aoorscomet 


WIGHEST GRADE 
CLEAN « SHAR? 
CRAFTSMANSHIP 


“SDAY-GLO”? printers 


Siar-s 


PEEDY SERVICE 


EXPRESS 
DELIVERY 


now being charted 


By WILTON EVAN 


OYE R-WEENING flamboy- 
ance, and self-extinguishing 
modesty—these are the two 
dangers between which news- 
papers must steer in their 
attempts at sell-promotion. 
Some find the passage as peri- 
lous as did mariners of old 
negotiating the waters betwixt 
Charybdis and Scylla. 


For this reason | anticipate a 
cordial reception, in weekly paper 
offices. of the new advertisement 


series designed by the Newspaper 


Society to advertise advertising. 
or, truth to tell, the efforts of 
weekly papers in this direction 
have been of infinite variety and 


not wholly successful 


The Newspaper Society's series 
has its copy priched at the rignt 
ntensity It is punchy, dyna- 
The offered in 
three sizes: 2 in. by 10 ems; 1 in. 
by 204 ems; and 3 in. by 204 ems 

Not only do they wish Ao test 
reaction of members. but also io 
be given a guide on size. So far 
1s the weeklies are concerned 
the Society unly not over- 
doing it Quite a num- 
ber of p been devoting 


mic series s 


ms cert 
on space 


apers have 


considerably more column inches 
» their own efforts 
. * * 

THt Newspaper Society's sug 
gested advertisements are designed 
for general appea Some weekly 
newspapers may feel they can 
strike a local note more reson 
antly on their own. Let us hope 
that the efforts now under weigh 
will continue idependently - 
especially the good ones 

Among the tte eXampies 
which spring nind are the 
banner head Read by the 
Family in over 13.000 Homes” 
which tops one I e classified 
pages in the Last Aent Times, 
and the use of a der form, 
printed out like a press telegram 
form, with five words to a line, 
n the Manchest City News 
Here readers are given something 
to do-—and a posit suggestion 

Then here ts a bold cut-off ia 


the Ludlow Ad under the 


heading “Want to Buy or Sell?” 
Do you wan buy a house 
or sell a hen-< to rent an 
office or sel! pu The clas- 
sified advertise s On pages 
2 and 3 are d reading 
in Ludlow, B ps Castle, 
Church Stret ( ven Arms, 
Cleobury Mortime and the 
large rural are f Clun and 
South Shrops! generally 
For 14d. a word mum 9s. 
if prepa d reach all 
these readers 
But the ma of such 


independent efforts is concentrated 


on securing “smalls.” The News 
paper Society casts its net for 
bigger fish 
* . > 
He iS al if again—that pur 


veyor of plodding doggerel who 
trips like a demure elephant into 
some of the weekly papers with 


a sample 
Now with us in your mind 
you in ours, 

Let's be just the opposite 
bunch of flowers 
We'll be customers and friends 
and in years we'll repeat 
happy transactions, at 

Myladi's, Broad Street. 
Myladi—my foot! This is 
almost too bad to be true. In 
mellow mood I preserve a deep 
silence as to which weekly 
featured this masterpiece. (There 
were two more stanzas which 
scanned with equal merit.) 
Admittedly we are now tread- 
ing on dangerous ground, and 
there may be vigorous defence of 
the right of the advertiser to use 


and 


wa 


vr 


his space in his own way, but, 
seriously, does this sort of ad 
constitute good public relations 
for 


advertising? 

7. * 

AN ARTICLE in a special supple- 
ment carried by the Middleton 
Guardian, in celebration of its 
75th anniversary, recalled that 75 
years ago newspaper proprietors 
actually discouraged the use of 
any advertising bearing an illus- 
tration, “and in fact the majority 
of newspapers refused to publish 
anv blocks.” 

“It must be admitted.” it was 
added, “that the result was that 
the newspaper had a _ neatness 
which is lacking to-day. The 
early numbers of the Guardian 
were almost as interesting for 
advertisements as for the news.” 

The Middleton Guardian 
retains front page advertisements 

* * * 


THREE SPECIAL supplements in 
three weeks is good going by any 
standards. This achievement, by 
the Motherwell Times, deserves 
special mention, for each supple 
ment maintained the high 
standard normally associated with 
this journal, of which John 
Henderson is advertisement man 
ager 

Subjects were television, Idea! 
Homes, and the 40th anniversary 
of Universa! International, the 
oldest film company still in 
operation. Treatment of the latter 
was unusual, for film advertise- 
ments only were not relied on 
The anniversary theme was used 
and adapted to a wide coverage 
Flanking the displays were num 
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To all ADVERTISERS 


“4 This is YOURS 
for the asking 


Every quarter we publish, for the benefit of 
advertisers, a small magazine of advertising 
interest. It contains articles of an informa- 
tive nature, sometimes provocative, some- 
times factual — hut always interesting. 

If you don't already receive a copy 
we'll gladly send you one free each 
quarter if you complete the coupon 


helow. 


S.C. PEACOCK Ltd 


Incorporated Practitioners in Advertising 
21 LEIGH ST., LIVERPOOL and MADDOX HOUSE, 215 REGENT ST., LONDON, W.1 


Fillin Please send me your * Digest” quarterls and addess to:— 
* Name 
this coupon 


Firm 


NOW! Position 
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ADVERTISER'S WEEK! 


MERCURY DISPLAYS 


LIMITED 
DESIGN AND CONSTRUCTION OF 


EXHIBITION STANDS & DISPLAYS 


SILKSCREEN PRINTING ~» SERVICING - STORAGE 


171 NEW BOND STREET WI 
GROSVENOR 8711 * 10 LINES 


WORKS - 394 YORK ROAD - SWI8 VANDYKE 3562 


Mechanical World 


AND ENCINEERINC RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read engineering 
journal, now published monthly, is an 
essential for every technical advertiser. 


Send for free oaere copy 
and rate card . 


EMMOTT & COMPANY LIMITED, 2! BEDFORD ST, LONDON, W.C.2 
MANCHESTER OFFICE: 3! KING STREET WEST, MANCHESTER 3 
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Studio Seven Baya 
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DOASPLAN 


SILK SCREEN 


SSOCIATED 
BR ERAS TE 


fui ren 4416-7 
CORONATION 
ENQUIRIES 

INVITED 


ART & 


industry 


DECEMBER 


Line and colour line 
reproduction is the second 
article in this series for those en- 
gaged in Designing for Print. 
Advertising that advertises 
This month’s article ts an interim 
assessment of the progress of 
this series. 

Other articles are 
Tableware in moulded glass 
What is a good trade mark? 

and all regular features 
66 Chandos Place London WC2 
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EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 
STUDIOS, LINITTED 
72a Plough Rd., Battersea, S.W |! 


Tel. Nos. Bottersee 5300 & 4886 
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Weekly newspapers’ self-promotion continued 


bered pictures of film stars. with 
a key to the stars and their latest 
films against which readers could 
check their powers of identifica- 
tion 


For a local café to find its 
slogan “Give your best friend 
the best fish tea” set alongside 
the curvaceous charms of Miss 
Maureen O'Hara. must have 
delighted the advertiser. 

* * ” 

On THE occasion of a Royal 

visit, loca! papers often show an 


enterprise which stands compari- 
son with the coverage given by 
the nationals. A notable example 


was given by the Montgomery- 
shire Express when the Queen 
and the Duke of Edinburgh 


visited Radnorshire and Shrews- 
bury 
The souvenir edition published 


by the Express included a four- 
Page picture supplement in two 
colours, and so great was the 


demand for extra copies that a 
second run had to be made on 
the Saturday afternoon. 
Newsagents in mid-Wales had 
received posters with the Queen's 
portrait in advance, and a special 
car service covered three counties 
to feed them the extras required. 
* * * 


For The Queen's Men” 
Thy vs the honorable tithe gun to 
a syenttlomans Te: @ very beautiful 
tre The material colours and design 
are supert and beng fypwally Britigh 
in the best sange thes dignified and 
wneblrugive 
Quite frankly its ceeatlon was 
| wnspured by 2 semple bud sencare deat 
and many mney omen ~ posticulacdy 
Auaring these momentous dag - will 
wear it with pride» Tt was created 
heres 
| 
| 


' how a local 
in dignified 


A good example 
advertiser can te 


style, with a Royal visit is pro- 
vided in this advertisement from 
the Shrewsbury ( nicle.” 
* * * 
IN THEIR first |4-page issue 
since the war, the Surrey Adver- 


tiser, carried over 68 columns of 
advertising. A a B classified 
split editions are \!. for the 
present, in operati 

Although in news make-up the 
Advertiser follows ‘id County 
paper style, with snippets and ad- 
vertisements unde names of 
villages on some it has aa 
admirable select lisplay ad- 
vertisements, jud placed. 
Either the traders Surrey have 
the knack of ck ind cogent 
presentation t it more 


likely 


they ar 


nsive to 


There is an even 
of national and 
local advertising. The advertise- 
ment manager, D. L. Wilkes. has 
an eve for effective make-up. Too 
often these days positioning is 
a matter of pot-luck 
* * * 


CAPTIVATING heading for a 
leader announcing the return to 
broadsheet size of the Warrington 
Examiner was “More for your 
money.” 

It gave this analysis of 
newsprint situation 

“When the newsprint supplies 
Were cut. this greatly affected 
newspapers that had a rising 
sale. such as the Examiner, and 
they were naturally at a dis- 
advantage in using their ration 
as compared with papers which 
had a more static circulation. 

“Just over 12 months ago we 
changed to folio size because we 
felt that in trying to eke out our 
allocation of newsprint to cover 
our steadily increasing sale. we 
should be able to give a more 
balanced newspaper. 

“With newsprint now being 
freed. however, we are able to 
return to the larger size which 
the British reading public, by 
long habit, seems to prefer. 

“On this return to a_ bigger 


good advice. 
balance, too, 


the 


paper we are able to give 
more news, sport and pictures.’ 
* * * 


How QUICKLY can a new local 
weekly newspaper be expected to 
grow? This question has gone un- 
answered for 13 years owing to 
the ban on the starting of new 
papers. 

Revival of an Essex weekly, the 
Braintree and Witham Times, 
which ceased publication early in 
the war, provides a pointer to 
what may be hoped for when 


conditions of free enterprise 
return. 
The Braintree and Witham 


Times was originally published by 
a local firm of printers but was 
taken over and revived in October 
1950 by the Essex County 
Standard, Colchester Exactly 
two years afterwards it has been 
able to return an A.B.C. circula- 
tion (for October 1952) of 7.062. 

Circulation during the first 
month was 3.757 and 4.000 was 
passed the following month 
January 1951 saw 5.000 exceeded 
and there was a steady progress 
during the year, broken by a tem- 
porary check after raising the 
selling price from 2d. to 3d. The 
6.000 mark was nassed in January 
1952 and again progress was 
found to be steady, subject to 
seasonal fluctuations 

Although some territory was 
conceded to the new venture, the 
parent paper, the Essex County 
Standard. has during the two 
years advanced from 26.076 to 
29.772. having in that time ab- 
sorbed the Essex County Tele- 
gravh. Colchester 

Total for the series. which also 
includes the mid-week Colchester 
Gavette, now exceeds 46.000 
weekly, which is claimed to be the 
largest A.B.C. figure in rural 
Essex. 
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Stuarts is no immense advertisement fuctory 


but a medium-sized concern believing in the personal 


touch that puts quality before quantity 


and common sense before wizardry, and in so doing 


has built up a reputation out of all proportion 


to its physical size 


(Art and Industry, Nov. 1962) 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON W1 
Among our clients: ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 


LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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OE LIF MAP LAP” LAF — - ——_—_-- 


POSTERS | Z== mani 
C7 
all over the 
country 


For 112 years Sheldons have planned 
Poster Advertising and know how 
to obtain the best effects, how much 


it costs, where money can be saved 


and the suitability or not of the 
designs to be used. They are the 
people to consult about Poster 


Advertising. 4 


Skeldons Its ” Simik ‘ Mand 


\ a Established 1840 GRAFTON) WORKS LONDON 
, SHELDON HOUSE, QUEEN ST., LEEDS, 1. / GUL. 5595 N.W.5 
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MANCHESTER BULLPOSTING co.” 


29 BOOTLE STREET - DEANSGATE MANCHESTER 2 


100°, “Dry Brush” Service 
for Your Posters in 


N. & N.W. London 
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Z H Sheffields 


HARROW BILLPOST Lance 
37 SPRING ALL... &. P PUBL @ CORNWALL ST @ BIRMINGHAM 3 


PADDINGTON O186/7 


: PU 452 Novemper 20, 1952 3 
| a ‘ ; 
, | S Ses 
hy 
C7] A 
7 
) ENAMELLED 4h / ji 
a govtions ~~ Oh gO 
| dy / 3 ff 
_— ee Ls j Z i) 4 
; , . HF 
4 ‘ | by / =) / sad 
| | " | 
tm | 
: | 
| | | 
- | | " ~ 
. : i} Pah a | ees, aoe ee “ . *, My, 7 : : 
; | B | s > 
‘ | iy ‘ . Se 
j ) ; ee . 
1 one V 4 Ay ™~ = 
&§ : } — ea = : = Sa wr H 
7 : G Crea, |) 5 | i ar hi a 
a | YEESS) bear] NY 
re Ci a 
| ¥ } | -<7, | =. 
—— "eee oe 
a  e <a Babs | 
| es . a 14 { 
| | 10 { 
2 aes cc ae , [aa a! ne cS 00°C - ti 2 a, " ii 


Novemsper 20, 1952 


453 


OUTDOOR ADVERTISING -KNOW-HOW?—3 


In this extract——the third— 
from their forthcoming 


book, “Outdoor Publicity” 
(due in spring), R. Nelson 
and A. E, Sykes deal with 
the poster as a medium 
and consider its uses. 


HE poster is the funda- 
mental basis of the 
medium and it is in 
terms of the poster's limita- 
tions that outdoor advertising 
ought first to be considered. 
The poster is only one of 
several means by which the 
advertiser can convey his mes- 
sage to the consumer. But 
there is a tendency to think 
of the poster as a thing apart 
and not to appreciate that at 
can perform an essential part 
in a campaign using outdoor, 
press, cinema and what-have- 
vou. The authors explain 
Although there are occasions 
when a single medium may carry 
the whole burden and the poster 
has been called upon to do this 
before now—it is more realistic 
to regard an advertising cam- 


STANDS FIRST 


AND FOREMOST IN TOWN 


AND COUNTRY 


ADVERTISER'S WEEKLY 


Main function is to jog memory 


of housewife on her way to shop 


paign a combined operation. 
The skilful integration of all the 
available advertising resources 
into a coherent whole is perhaps 
the most important task of the 
advertising agent. 

It is the nature of the adver- 
tiser’'s theme that counts. The 
agent must determine what is to 
be said and then select those 
media which are best suited to 
the task of saying it Various 
types of outdoor advertising 
(already outlined in the first 
article in this ser’es) are avail- 
able to him All Hf them have 
one thing in common—the need 
to catch the eye of the passer-by 
and convey a_ powerful sales 
message in a few seconds before 
his attention is distracted, This 
does not mean that a poster must 
be crude and limited 

Posters are used extensively to 
familiarise the potential consumer 
with the pack. Poster advertis- 
ing is not always reminder adver- 
tising. that is, advertising which 


and to reinforce the proce 


TEMPLE BAR 2468 


simply reiterates a name 
slogan. Some ers Ce 
concentrate on this aspect 
the same time build up a 
association of product and 
sion of use, and there is 
reason why posters shou 


used to help im putting over an 


initial sales message 


A comprehensive advertising 


campaign goes like this 


advertising engenders an aware- 
ness of the product and its uses 
But the product must normally 
be bought in the shop, and few 
press advertisements for every day 
products are so compelling that 
they will drive the reader out of 
his chair and along to the retailer 
to act immediately on the 
Between the reading of 
the paper, the noting of the ad- 
shopping 
expedition there is every chance 
that the first awareness inspired 
by the press advertisement will 
sink into the subconscious mind 


message 


vertisement and the 


of the potential purchaser 


It is the first task of outdoor advertising, when used in association with other media, to jog the memory 
ss which has already begun in the press 


the first task of outdoor advertis 
ing, when used in association with 
other media, to jog the memory 
and to reinforce the process 
which has already begun in the 
press by the constant repetition of 
a message. It is for this reason 
that the poster, which can be 
seen by the housewife on her way 
to the shop, is of such value. 

Here the book quotes as an 
excellent example of the press-to 
purchase sequence the post-war 
advertising of detergents, a 
totally new product faced with 
violent competition, showing how 
the poster led the housewife from 
press advertising to the pack on 
the shop counter 

But it would be wrong, is is 
pointed out, to consider that out 
door advertising must always be 
an ancillary medium, in the field 
of entertainment jit carries the 
main part of the burden. Again 
in propaganda campaigns, the 
short “punchy” message, which 
is the special province of outdoor 
advertising, can be brought home 
to the public very dramatically 
by the use of posters For 
example, the Diphtheria Immun- 
isation and Civil Defence cam 
paigns which have operated with 
such marked success since 1940, 
made use of striking illustrations 
and short slogans Such an 
attack was probably more effec 
tive than the most reasoned 
argument could have made it 
There are many fields of adver 
tising in which the short exhor 
tation, together with a sufficiently 
vivid picture can do the lion's 
share in conveying a message to 
the public 

Before the advertising executive 
makes up his mind about posters 
there are questions he must ask 
himself about the product. For 
instance: How is the product 
solid? 

If the product is sold in retail 
establishments then there is a 
first-class case for bringing it to 
the notice of the intended shopper 
on his or her way to the shops 
Next, if the product is bought at 
reasonably frequent intervals, 


whether regularly or on impulse 
that is a strong reason for jogging 
the buyer's memory at a time 


FOR ENTERPRISE 
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OME 
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Newspapers 
Group 
LIKE IT IN 


BEDS HERTS BUCKS LAN CASHIRE | 


HOME COUNTIES | scree cvnre 


NEWSPAPERS GROUP | 


THERE ARE MANY 


PER TRADE 
$ cot ee FLAT 
INCH RATE 


LATEST A.B.C. NET SALES 


126,765 
Represented in London by 
WILL KITCHEN, Jor. LTD 
13) Fleet Street, EC 4 Central 1960 
Head Office LUTON. Phone 5050 


TRHIRE 
LANG WESTERN 


STER ADVERTISING 
PO SSOCIATION 


Advertisement Manager Claude W Gilder 
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Outdoor advertising ‘know-how’—continued 


November 20, 1952 


DIPHTHERIA IS DEADLY 


The diphtheria im- 
munisation 
paign 


cam 
provides a 
good example of 
how striking illus 
trations and short 
slogans can bring 
an idea home to 
the public 


PROTECT YOUR CHILD BY 


IMMUNISATION 


Ast at your local council offices, schoo! or welfare centre 


ind in a place where interest 
can be rapidly turned into action. 
Again, if the product is branded 
and is one of a number of com- 
petitors, the poster may well be 
able to switch the attention of 
the intending buyer to the desired 
brand 
One more point should be 
mentioned. The successful mar 
keting of a product through retail 
outlets depends to a great extent 
on the co-operation of the retailer 
and there 1s no better Way of con 
vincing him of the manufacturer's 
co-operation than 
close to his shop a 
tising the 
tnd 
vutdoor advertis ne 
The value of a medium for a 
particular purpose is judged, to 
a great extent. by the audience 
that iw can command and the 
advertising execu must ask at 
a very car 1 the proceed- 
ing, two quecshons 
(a) Whom do I want to talk to? 
(b) Does the audience for the 
medium under consideration 
nelude a sufticiently large 
Proportion the kind of 
people | want to talk to? 


to let him see 
poster adver 
product 


what of the audience for 


ly Slage 


furthe 


Mass media. such as national 
newspapers and Magazines, 
have audiences hich = closely 
resemble in th composition 
the population as a whole. Out 
door, too, is ‘ nedium, in 
that by and large an extensive 
poster schedule command an 
audience consis f most of 
those who go ou ! the house 

It will have 1oted that 
so far no refe has been 
made to cost ve reason 
should he fa vious, The 


choice of med i 
Place to depend the indivi 
duals characte of each 
medium on th we have 


n the first 


described above. kt is only when 
it has been decided that certain 
media are suitable for the par 
ticular campaign and its theme 
that the question of cost should 
be considered 

It is often said that the costs 
of different media cannot be 
compared because cach medium 
has its own unique method of 
conveying an advertising message 
to the public. For example, the 
poster is brief and hard hitting, 
the press adverlisement persua- 
sive, and the cinema, using sight 
and sound to show the product 
in use, can often demonstrate its 
advantages in a real-life situation. 
Furthermore. each medium is 
bought in different units of time 
Or space which are themselves 
not comparable Who, for in- 
stance, 18 10 say what size of 
press advertisement is to be com 
pared with a 12-second slide or 
a 16-sheet poster? 

Of course there is a good dea! 


of truth in this. The more an 
advertising executive becomes 
aware of the special character- 


istics and advantages of different 
media, the more he employs each 
medium with skill and under 
standing, the less ready is he to 
make what can so often be merely 
superficial cost comparisons 
(That it is becoming increasingly 
possible to make cost compari- 
sons between media js dealt with 
in a later chapter of this book.) 

But the answer to the media 
planner’s question “Shall I use 
outdoor (either alone or in con 
junction with other media) for 
my campaign?” is not to be 
found in terms of comparative 
cost. The core Of the problem 
lies deeper than this, in an 
analysis of the specific role that 
outdoor may be called upon to 
play in the selling of the product 
or service concerned 
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Stuart Lewis Looks At Posters en of 


THE PUBLIC 
CAN TAKE IT 


: OW often, when a new Games wartime work. It was 
“4 poster design is being dis- 'Mteres'.ng to have another look 
in cussed, does one hear the pro- 4! the famous Glamour Gir! 
F found remark, “Nice job—but POS! for the A.T.S. which 
ie ’ _ prompted questions in the House: 
is it quite what the public the brilliantly inventive job for 
want? the Ministry of Agriculture 
Since the speaker is usually a (“Use spades, not ships”) in 
highly qualified chap who has which the head-on view of a 
read the books and attended night’) = merchant ship is made to resem- 
school, he sets one thinking, ble a spade, the handle of which 
doubting. desperately tuning-9 — emerges from the funnel: and the 
to the public mind Careless Valk poster (“Don't 
Can you hear that discerning crow about the things you know ‘ 
; housewife murmuring to herself. abour’) showing a fantastic, 
‘ 1 don't need any yellow back sWagecring figure with the head 
grounds to-day but I'm running — of a crowing cockerel 
short of Beton Bold”? Did that As object lessous ta how ‘%o 
i motorist declare, a trifle tersely, issue dull “warnings” dramatically 
\. Ill take a set of tyres if they're a cle desians f we 
six foot high and scraperboard”? and cle any. two designs for the 
' : Roya! Society for the Prevention 
And surely that pretty typist of Accidents were particularly 
ee to het = wz if impressive. One of these explains 
cates the 00 Sobeen ——- * at a glance the Safety Angle —_— 
Yet maybe one need not worry = | p Rae A, or oe eee oe : 1 cals 
a “ a ladder against a wall; in the | \ 
after all. Maybe “whai the public ther the 1 > cad af i of | eT} 
want” is something which the “tl UW loose ene & a ro = ' ° ss p ay 
| SS J surgical gauze points ominousiy e WwW 
of advertiser believes they want, and at sharp obiects left lying on the Busi . pie 
*: which they themselves have 5, 0 ee en eee e 
come to expect and take tor x58 } he on hem 
granted I trust that this Games exhibi- t \ tO { 
The main weakness of much tion has given some commercial | sel 
contemporary poster advertising advertisers food for — serious | tO 
is surely its distressing timidity thought. Goodness knows, it is p 
its sabearviamce te a tiie idee — © go too far in the dizection London, Ontario, is only one of many prosperous cities 
of what the public will accept. o unexpectedness to become i 
it is so cautious in approach. iwggicrs with words, conjurois across the three thousand miles of Canada. In every 
é design and colour as to be com rae — = tyocgmee city there are groups of business men of initiative, in 
iS pletely “expected,” so conformist clowns et there are plenty o . ‘ : —_ 
that is con hardly fail 10 be raken sound and talented designers, | ™@nufacturing, industry, finance or retailing who are 
a sali oy bene gee enh ae 4 i looking for new types of goods, equipment or services. 
imidity is Never apparent in . 
the work of Abram Games, as never seen on the hoardings. ini 
those who saw his recent exhibi- Given the opportunity and care- | How —_ naa hoe them your message et minimum 
tion will agree. He tackles every ful briefing, they could produce | cost? Distance defeats the idea of personal representa. 
sibiest. from fish Railways tg surprimly g00d, hardell# | tion, Too costly, too slow « . 
that is quite remarkable. He is * * ’ , = : 
aa aa a great designer but a ‘ Canadian business periodical advertising is the effec- 


skilful propagandist, for unlike i PLYMOUTH the other da, tive answer. You can buy advertising space economic- 
many artists he has a brain as saw a notable resurgence ~ 
keen as his eve of the Drake spirit. Mumford’s, | lly to reach exactly the group of business men you 

Many of the posters in this local automobile engineers and want. A letter by airmail to this Association will bring 
exhibition were selected from purveyors of petrol, announced 

you an answer in only a few days. Tell us the branch 

of business, industry, or retailing in which you are 
interested, and we will send you immediately sample 
copies of the business publications ap- 
plicable, together with advertising rates 
and audits of exact circulations. 


The 102 member periodicals of the 
Business Newspapers Association will = 

, The emblem 

be happy to help you increase your __ that identifies 

sales in Canada. 


BUSINESS NEWSPAPERS ASSOCIATION 


F CANADA 
Puzzle: Whar tune is the bird on the B.P. pump warbling ? 137 WELLINGTON STREET WEST, TORONTO 


MUMFORD , CUSTOMERS 


be able to take their choice/ 
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The public can take it—continued 


EMPTY SPACES earn no dividends. 
yi 
and you 


Fill them with 
can’t 


phot r / eniarcvemenss Lo wrong. 


Pictures came before lettering. Your story thus told by 
with the added weight of 


hiehting techniques, will register with 


s time-honoured mie thod, 
ay and 


picture-receptive publi 
the really good enlargements are made by 


Autotype 


purposes, in monochrome or colour, 


They can be used with telling effect 
shon 


a splay wnt 


windows, and they will never let you down 


‘, exhibition stands, 


es in their increasing use. “ A picture is worth 


“sand words. 4 


AUTOTY PE.’ 


Autotype Co Ltd, Brownlow Rd, West Ealing, London, W.13. EALing 269! 


MORE, lion 


(Uinkwoae 7 


MONEY 


CARRICKFERGUS 
toomt @ 1 OSARDALATOWN 


sii 


BRIDGE 
ndon Mana 


London Ome 107 FLeer 


a 


“SUREET. "nce. (phone Central 9179) 


in no uNncert terms that they 
would adopt ; cy of indepen 
dence when anded petrols 
return to the market 

Using large ardings on the 
main roads, they displayed a 
poster showing row of petro! 
pumps carry best-known 
brand globes ove these ap- 
peared the messi When brands 
return —Mumtf customers wii! 
be able t take their choice!” 

The poster emarkable in 
another and more subtle way 
Perched on if the globes was 
a Mttle ging bird with two o 
three bars of music coming from 
its beak: and a he top of th: 
poster was the cage from which 
the bird had jus 

The more 
Plymouth 
song had 


Was 


escaped 

nquiring inds of 
wonder bird- 
some enific 
ance, tried tes and 
dentify the reover 
the day the poster ip, an 
area representative Petrol 
company arranged to take photo 
graphs of it to send to his head 
office and nex morning two 
ther petrol me nspected it, 
having first searched for a 


musical interpreter to assist them 


to hum 


music 


The music turned out to be a 
Phrase from Elgars “Pomp and 
Circumstance”. the accompany 

words being “All men must 
be free.” 

This was not the first perform 
ance by the Mumford bird. In 

previous advertisement, urging 


‘Poster must be 
architecture 


Graphis Annual puts the 
at the head of the list of adver 
tising med It does so because 
of its great past and because by 
reason of mes nearest 
nN appearance | he painting 
from which it derives 

Burt it adds Judging by the 
economics of present-day adver 
tising, it seems that the poster has 
lost its dominatir and 
considerably less is spent on 
poster-advert v in, for in 
stance, On press advertisements,” 
and it goes on isk why the 
Poster has los cading posi- 
tion, and with restoration 
rests 


poster 


tS size. it ¢ 


ys LION 


The restorat 
importance dep 
fitting it into 
setting if agains irchitecture 
of the day the book 

Advertising Il turn to 
the poster as t vurite form 
of expression conditions 
affecting its dis e adverse 
The number becoming 
limited in many es and the 
display board area. The 
reproduction poster in 

I sizes grea ids to the 
and ) t ger 
tisers can 
poster size 


its previous 
entirely on 
inning and 


several 
cost adver 
thermor 
riance 


the reader to buy a Mumford 
Guaranteed Used Car, i sang he 
music of Enjoy yourself, it’s 
later than you think Mum- 
ford’s are to be congratulated on 
inventing a novel form of teaser 
campaign 


* » * 


SHALL never forget the 

extremely funny burlesque on 
ballet which Nervo and Knox 
made the high-spot of their reper- 
toire before the war. The antics 
of these little knobbly men, one 
dressed as a ballerina and the 
other as her partner, had to be 
seen to be believed 

Strongly reminiscent of this 
famous act is the current Worth- 
ington poster. What could be 
more comic, however unintention- 
ally, than the winsome young 
goalkeeper poised in mid-air? It 
is surprising indeed that Worth- 
ington should have seen fit to use 
a poster which. in appearance if 
not in fact, belongs to the nine- 
teen-twentics 

At the foot of the poster, 
scarcely visible to the naked eve, 
s the sound old vintage slogan 
Twice the man on Worthing- 
ton.” This slogan, properly dis 
played and associated with a 
tougher-looking. more credible 
footballer, could still do a good 
job for Warthington in appealing 
to the vounger generation. Why 
1 wonder, was the opportunity 
missed”? 


set against the 
of the day’ 


different countries, aggravating 
the problem in these days of in- 
creasing international advertising 

The standardisation of size 
of posters and displays, as 
achieved in Switzerland, should 
he the common aim of designer 
printer and agent 

“If display could be devised in 
a contemporary manner. giving 
each poster a frame, or allowing 
a minimum distance between 
posters on the reer hoardings. 
posters would have a fair chance 
of being restored to their former 
mport They have been 
poor man's gallery, 
and if this is true. then it is only 
right that art for the ‘man in the 
should be presented as 
competently as that in art gal- 
leries 


anee 
called the 


street 


“Looking at the leading posters 
of the past year. the book cap- 
cludes, “there is little doubt that 
the two major elements of poster 
art are humour and colour, which 
ire at their best when they are 
direct and bold As the main 
function of the poster is to 
attract, and as the world to-day 1s 
a drab place. sadly lacking in a 
sense of humour, the combination 
of these elements carries the day.” 
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REPRODUCTION 
REDUCTION 


A LAYOUT to be adapted to 
different sizes, using existing artwork 


—turn to your Mervac. A number 


4 Rathbone Place, London, W.1 


Tisburys 


ROYAL PORTRAITS 


MULTIPLICATION 


of rush photoprints — turn to your Mervac. An urgent litho plate for the “ office offset” 
—turn to your Mervac. An accurate copy of an illustrated document — turn to your 


Mervac. It is as versatile as the Knight, and has as wide a range as the Queen; yet it 


Museum 8717) the versatile 


cp 


& 
If you want 
chess, try w 


ADVERTISER'S WEEKLY 


something easier than 
vorking the Mervac ; 


remains on its own small square of floor-space all the time. There are several models; 7p." a ia 


just one of the range. 


ask us which will best suit you. Grant Production Co. Ltd., 


REAL PHOTOGRAPHS make the best 
CORONATION DECORATIONS 


H.M. the Queen and The Royal Family by Baron, Karsh and Dorothy, 
Wilding in ANY SIZE and quantity, “monochrome or colour. 
Write for leaflet 


BRIGHOUSE, YORKS. 
photowork Lid. TELEPHONE 1240 
and LILYWHITE tTtTo. 

ALSO 73 BAKER STREET, LONDON, W.!. WELbeck 0938-9 


LITHO 


LETTERPRESS 


| SILKSCREEN 


Phone: SHO 6281 


HCLARKE & CO 


NEW INN YARD - 


(.onvon) LTD 


E.C.2 
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in the shop in the 
street in the market- 
place in the home 


Yes, LEARUBBER BALLOONS 
bearing nam sales messages. 
are a great selling medium—as 
many famous national Advertis 
| ers and their Agents know to 
well, Retailers like them 
| customers are delighted to have 


them they're colourful, can 

be beautifully printed with any 

} design of wording a - 
tremely low in cost. Write or 
‘phone for full details and novel 
ideas in getting utmost 

> publicity from their use 


(Wy 
LEA BRIDGE 
, \~» RUBBER 


‘© works LTD 


( { / | LEA BRIDGE, LONDON, ES 
/ | 1 Telephone: AMMerst 5015/7 
> oN Telegrams: Learubber, London 


j 
f 
© 


aad 
( algraph Y a 
tine 


fist dle 


CHANCERY 
47\3 


‘on 


~ 


—KIRKSTUDIO LTO 


““SYSTEM”’ Desk Diaries 


A selection of Daily Desk 


Diaries which will serve you 
faithfully every working day 
of the year They show you 


instantly all 
record items tor 
hon, remind you of jobs to 


appointment 


future atten 


done and matters to be 
attended to 
Write for leafler u 


Shaw Publishing Co. Ltd. 
180 Fleet Street, E.C.4 


| 
| GOODWILL PUBLICITY | 


} 


New one per cent census tables 


Novemper 20. 1982 


subdivide major conurbations 


ART II of the One Per 

Cent Sample Tables from 
the 1951 Census contains an 
interesting supplement which 
provides a lot more detailed 
information about the seven 
major conurbations These 
huge, mainly urban, areas con 
tain over a third of the popula- 


tion of Great Britain and 
Part | of the One Per Cent 
Sample Tables recorded 


5,719,400 private household's in 
them. 


Now, with the additional! infor 
mation available in Part IT the 
distribution of households and 
population can be examined in a 
litthe more detail Table I illus 
trates the situation 

But this is not all. Not con 


tent with establishing the conur 
bation as a unit for statistical 
purposes, the Sub-Committee on 
Census Tabulations of the Inter 
departmental! Committee on 
Social and Economic Research 
has taken a further stride forward 
which is almost as long as its 
name. Each conurbation has now 
been split up into divisions and 
sub-divisions on what seems to 
be basically a property basis, and 
data are now provided for each 


of London Press Exchange Ltd. 


of the 29 divisions and 86 sub- 
divisions which result 
A general idea of the way in 


which the conurbations have 
been divided can be obtained 
from the following list which 
deals with Greater London and 


South-East Lancashire 


GREATER LONDON 
Metropolitan commercial and 
administrative centre 
High-density old residential, 
industrial and dockside areas 
Dense residential reas 
mainly pre-1914 
Hampstead type 
Newer residential 
suburban 


- 


and indus 
districts 
rural-residential fringe 
SOUTH-EAST 
LANCASHIRE 
Commercial and industria! 
centres, old high-density hous 
ing 
Mainly 
1914 
+. Static 
1914 
Expanding 
areas 
S. Crescent 


The first 


4 


a 


7) 


residential areas: pre 


residential areas: post 


newer residential 
of industrial towns. 
thing to notice is that 
the divisions are not all of the 
same type in all areas; at least 
the nomenclature its not the saime 


TABLE I 


Ne. of private 
households 
All Conurbations 
Cyreater London 


Popn in prrvate 


Popn. in 


tmistilurions 


ouseholds 


Total popn 


18,670,000 
8,344,100 
236.7 


West Midlands 37,900 00 
West Yorkshire 40,400 . 
S_E. Lancashire 74,700 
Merseyside 480,500 
Tynes 245,800 
Central Clydeside 490,200 
TABLE Ul 
Total males 
occupied and Seaa 
retired) aged - =~ —). 2 
Area 15 and over I u I It 1 
GREATER LONDON 
1 100 20-0 14 8 ibd 
" i653 42-8 | 2 60 | 1009 
1A sO | 19-0 11 | 600 
1B 14 En Pi ‘5 43-6 
uc 109 10-9 » 4 . 
mt 142 | 707 | a06 ‘6 
1A 26 “4 4 45 
tn B 6 10 ' 1 
i ¢ 1 mu 1 . 
mp “9 274 4 ) 
'\ 62 Ve t 1 
\ ! Ay s ‘ 1 154 
VA o4 if 0 
VB ‘ ‘7 15-4 
Vv ¢ = 4 20 € 
VD 7 ae 10 
Vi 244 aos ) “4 
VI ay wr rv re 
VIA ioe 4 a4 ’ 
VIB 7 i ' - 
vic 107-9 20 “4 4 
VID 10 ’ , } +4 


By B. D. COPLAND, 


Earlier thig year, on March 
20, 1952, Brian Copland ana- 
lysed Britain's seven major 
markets in a special “Adver- 
tiser’s Weekly” Supplement. 
More detailed information 
about these conurbations has 
now become available from 
the preliminary Census results 
and the picture is brought up 
to date in this article. 


OPE eee COOP OSOS ESTEE 


TEETITITT Ltt 


In many cases if seems obvious 
that the people responsible are 
intending to describe the same 
kind of property and—with the 
exception of Greater London 
all the conurbations have a cen 
tral altea (division 1) which con 
sists of the “main industrial and 
commercial centre with old high 
density housing and, where ap 
propriate, docks.” This division 
| corresponds with Greater 
London's divisions I and Il. for 
here the “metropolitan commer- 
cial and administrative centre” is 
separately treated in the analysis 
of the capital city and its sur 
roundings. Four of the conurba 
tions have outer fringes which 
contain smaller satellite towns 
and villages. These are: South 
East Lancashire, West Yorkshire. 
Tyneside and Central Clydeside 
The position of these smaller 
urban groups is marked on the 
maps which together make up 
Appendix D to Part Il of the 
tables. Despite the variations 
in nomenclature, however, there 
is now what appears to be a sig- 
nificant common division of these 
large urban areas into three or 
more different types of property 
What use can be made of these 
divisions? Have they, to put it 


bluntly, any commercial value” 
Before we can answer these 
questions we must find out 


whether this method of breaking 
up large urban areas has any rea! 
significance in terms of the 
people living in them. One way 
of tackling this problem is to go 
straight to the marketing execu 
tive’s pet subject—socia! class 
socio-economic class. income 
grade. call it what you will--and 
look at the situation from this 
angle. 

Table HI consists of an extract 
from Table S.1f. 11 in the sample 
report entitled “Social Class Distri 
bution of Males (occupied and re 
tired).” It must be remembered in 
this connection, that “socia! class” 
is simply a grouping of occupa 
tions under five headings. The in 
troduction to the Part I tables says 
“Each occupational unit 


group 
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Census Tables—continued 


FACTS FOR POSTI.R PLANNERS 


TABLE Il 


Conuerbations I 


Greater London 26 
West Midlands 251 
West Yorkshire 267 
S.E. Lancashire aaa 
Merseyside 225 
Tyneside zz 
Central Clydeside 25 


Lo6, 75 ie 401 410 
zs i 

2a8 200 2a5 

266 0 zal 267 

262 200 

25 252 


has been allocated to the class 
considered most appropriate for 
the group taken as a_ whole, 
although there may be individuals 
just falling within the margin of 
that group by virtue of their occu- 
pation for whom the social class 
grading may seem less appro- 
priate.” 

If the figures in this table are 
converted to percentages so that 
the differences in the social class 
groupings in each division can be 
compared, it is possible to arrive 
at a quick, although admittedly 
primitive assessment of the 
general social class level in any 
division. This can be done by a 
simple scoring process allotting 
five marks to class I, four to class 
2 and so on, When these calcula- 
tions are made Table HI can be 
constructed. 

This table shows fairly clearly 
that the social class level is 
lowest in the centre of the conur- 
bation (with the exception of 
London) and generally highest in 
the fringe areas. The pattern is 
quite clear in the West Midlands. 
Merseyside and Tyneside, but in 
West Yorkshire, South - East 
Lancashire and Central Clydeside 
the outer ring of satellite towns 
and villages has a slightly lower 
social class level. Central Clyde- 
side’s highest scoring division is 
number IV, no doubt because of 
the sub-division of the inner area 
into two— “Central industrial 
commercial and dense tenement 
areas” (division I) and “Clyde- 
bank and Glasgow riverside 
wards” (division 11). London. 
however, as befits the capital city, 
is unique. This is partly due to 
an enclave of high social class 
called “Hampstead type” (divi- 
sion IV) which has a score in 
excess of that of the outer rural- 
residential fringe (division V1). 

It would be wrong to assume 
from all this that the areas we 
have been discussing are neces- 
sarily homogenous. In fact this 
is not so. Let us take Greater 
London as an example. Table IV 
shows the scores for all the sub- 
divisions of Greater London in 
association with the division 
scores. 

At least four anomalies come to 
First, sub-division 


IL.C—mostly Kensington and 


Chelsea—has a radically different 
score from those of the other 
associated sub-divisions. This is 


not surprising when the map is 
consulied, for division ILA con- 
sists of East London North of 
the river—Stepney, Poplar, Beth- 
nal Green, Shoreditch and out to 
West Ham—and division 11.B in- 
cludes Battersea, Lambeth, 
Southwark, Bermondsey and 
parts of Camberwell. 

Similar apparent anomalies can 
be found in the other conurba- 
tions but in every case knowledge 
of the areas themselves gives 


TABLE IV 
GREATER LONDON 


“Social Class 
Area Index” 


good reason for the variations, It 
mus; be expected. too, that 
equally violent variations would 
be encountered if the  sub- 
divisions were themselves divided 
again into smaller areas. 

Despite this, it seems that we 
have here a helpful analysis of 
conurbations which should en- 
courage Us to examine the other 
statistical data, such as age and 
sex analyses (Table S$.1.4) which 
have been provided in connection 
with most of the sub-divisions 
In addition to this information 
the number of private households 
is given for all the divisions and 
for some of the sub-divisions 
(Table S.1V.4). On the whole 
all these data can be regarded 
as a worthwhile addition to the 
sum total of our knowledge of the 
conurbations and there is no doubt 
that this section of the One Per 
Cent Sample tables wil] be studied 
with interest, particularly by 
those concerned with poster and 
cinema advertising. 
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BBRISTOL and Wes: Publicity Club 
have honoured Fdwin Attenborough, 
who resigns the chairmanship 
moving to London 

When T. W. C. 


on 


Glover presenicd 


him with an inscribed wrist watch 
he pad bute to the work which 
fr. Attenborough had done for th 
Club as one of us founders, ay 


cretary, and later as chairman 

A measure of the members 
regard for him was indicated by the 
sults of one of the most success 
ful direct mail shots ever 
Glover explained that he had sent 
ul cards to every member of the 
Club announcing the presentation 
There was 98 per cent respons 


* * * 
BE OSTESS on behalf of J. Walter 


Thompson Company Limited (hon 
publicity advisers to the 
British Show Jumping Association 
id the British Horse Society) to a 
number of fashion writers, at a 
Berkeley Square cocktail party was 
Miss Ingrid Etter. The occasion was 
i “preview” of a “Foxhunter 
designed by Jacqmar 

The triumph of Helsinki prompted 
J.W.T. to interest Jacqmar in com 
nemorating the achievements of 
toxhunter in show jumping with the 
British team. Jacqmar are contribut 

« part of the proceeds of the sale 


wary 


scarf 


of this scarf to the Olympic 
Lquestrian Fund 

Colonel Liewelyn and Miss Pat 
Smythe were among the guests 


~ iReaepenncay 


inlargements of Official Royal Portraits 


are now Tax Free in all sizes from 20 ins. x 15 ins. upwards. 


red by Autolype for Coronation 
nil colour, or as transparencies. 


ur isk for 


AUTOTY PE” 


(Most of the really 


Autotype Co. Ltd. Brownlow R 


good enlargements are made by Autotype) 


st Ealing, London, W.13. EALing 269! 


To few journalists, | imagine, has 
fallen an honour equal to that 


paid on Friday to Sir Evelyn 
Wrench, for over 25 years chair- 
man of [he Spectator 
At a pluor he House of Com 
nor | m of his 70th 
birthd th al date was 
Octo 29) $8 Evelyn received 
’ 12 ot ‘congratulation from 
’ Prin M stor 
Church ( Attlee. Leader 
rf b Opy on Clement 
Da d { the Liberal 
Party vd Anthony Eden 
Foreign Sec y 
I he pion wa inged by Sir 
Jocelyn Luc Li] on behalf of 
h Over-S League and the 


English Speaking Umon, both of 


advertisement 
Newspapers 


RK. H. Penney esi) 


livector Northcliffe 


Grout wd immediate past national 
harman, Incorporated Sales Man 
weer Association, meets Sie Harry 
Brittain, pas! president, at a recent 


4. conference 


Man from 


Myers 
For speed of effect’ there is 
nothing apparently, to equal radio 
dv sing This view, which 1 
hav heard from others, is con- 
trmed by Ronald Hutchison, who 
t come from the Myer Emponum 
f Melbourne, where he was adver- 
wz Mm v of the huge base- 

nent sto o Derrick’s It was 
rm comm« hing, he tells me, 
for a My idio po at eight 
clock in the morning to produce 

ju of peor “ ng for the 
o open at 93 

Nevertheless M Hutchison 
fecls that Britain offers plenty of 
opp unitics fo h idverusing 
man-and would off nore if there 
were mo newsp The 28-32 
page Australian f carry ten 
rv vw Volume of advertising that 
ur fo 

H ne h isy Stages, 
pending six n Stockholm 
studvin olou hen visit- 
ng | d for the O pic games 
ind then Denmark He holds the 
Diploma of the Ady g Associa- 
tion of Australia 


Film instead of 


hand< 
Pur ASE whi crops up 
n film advertising pted from 
the best selling nov Now comes 
» twist On Mon autobio- 
graphy My Life's H was pub- 
lished It as th fa Mrs 
Moses of the | States who 
Started painting hues and 
it 92 is turning rpieces. 
To mtroduc he press 


he publish 


“Andr ie utsch showed 


he 2 n Grandma 
Moses” wh ch “ d at the 
Edinburgh Fest It ss 
1 fascinating fil he press 
an illus d > story 


SIR EVELYN WRENCH HONOURED 


NovemBer 20, 1952 


which organisations Sir Evelyn 
founded, and of the directors of 
The Spectator. A company of 500 


ncluded representatives of the 
Dominions and many other people 
of distinction in public life 

As a token of his birthday gift from 
his hosts (a television set) the 
Dean of Windsor, Bishop Eric 
Hamilton pee Sir Evelyn 
with a leather bound copy of 
Let the Great Story be Told—the 
Truth about British Expansion, by 
H. Wood Jarvis 

The Dean and Sir Jocelyn both paid 


tribute to his long public service 
and his life work in cementing 
good relations between the coun- 
tries of the English-speaking 
world 


Distribution 
on wings 
Ev ERY fortmight upward of seven 


tons of the news magazine Vision 
are distributed by arr The story 
was told me by Frank V. Norrall, 
the European manager, at a party 
to celebrate the paper's second 
anniversary 

Type, he explained, is set in New 
York, and then photographed. The 
film of the whole issuc, including 
ads., is semt to the two printing 
centres, Santiago in Chile and 
Austin, Texas, near the Mexican 
border The Portuguese edition 
Visao, has copy teleprinted to Sao 
Paulo. The two editions, said Mr 
Norrall, share about 70 per cent of 


editorial content 

Growth of Visidn has been very 
rapid. After two years, circulation 
is «675,000. An additional 10,000 
is guaranteed for 1953 Visao 
which started only in July this year 


sells 20,000 copies and guarantees 
25,000 for next year Readers are 
miainly in the industrial and 
property owning classes 
* * * 

K. MELLOR, advertisement man- 
ager, Dominion Rubber Co., Ltd.. 
has just finished a rush job—the 


production of a 16-page four-colour 
catalogue featuring a new range of 
summer casual shoes. From start 
to finish the job took six weeks 
At the age of 30 Mr. Mellor must 
be one of the youngest advertising 
managers of a major company 
Before joining it February, he 
was assistamt advertising manager at 


last 


the Waterman Pen Co., Ltd., where 
he did most of the creative work, 
and previous to that with Adrema 
Lid 

In his spare time you will find 
Mr. Mellor on Epsom downs flying 
power model aircraft of his own 
design. Close at hand will be his co- 


his six-year-old son 


Contact 


A 


pilot 


“My wife keeps quoting 
research surveys to show 
what other women are 
spending.” 
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What is 


PHOTOPLAYs 
Net Sale ? 


* 


We are not supposed to anticipate the certificate of the Audit Bureau of 
Circulations, but this we can tell you: net sales for the July — December period 
will greatly exceed the net sale figure for January — June this year 


If you want evidence ask the people who know: the big wholesale newsagents. 
They could tell you how their orders have leapt up! 


* 


Advertisers in 


PHOTOPLAY 


are getting a fine bonus circulation 


A. H. McISAAC + ADVERTISEMENT DIRECTOR 
ARGUS PRESS * 8/10 TEMPLE AVENUE * LONDON - EC4 * CENTRAL 3514 
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NDVERTISER'S WEEAL ) 


We Hear 


1HATL Frank H. Waters, nin 
j on presided t 
ot I he 

nt the ¢ 


. *. 
THAI! Joba S. Akerman, 
ind Turner 
marth d 
Hampstead 
Saturday 
* 


THAT Public Campaign 
he Auger and Turner 
heen appointed to 
ciy m this country 
romp 
who 
nand 
cal 
. . 

THAT by last Friday £300 had been 
coved by the Croydon Advertiser 
help the widow of a pol 

who was shot dead while on 

The Advertuser weell started 

tund with «a donation of £50 
* 


. 
George F. Underhay, dir 
Development and 
will speak on “Raw 

Pap it the Royal 
Society of Arts neat Wednesday 
iitcrnoon Kenneth Brown, pres: 
dent, Newspaper Society, will pr 
al 


THAT 
on owaters 
Res h. Lid 
Ma ils for 


. . * 


THAT the 
ng Musix 


recently formed Adver 
Club will hold us first 


6°7°74° BBL 9°94 10° 104 


THE TY OF 


PULL SEL OF THE SERVICE 
VPP RELE IS to eh 


Guildhall 
Drama neat 
6.4%) pm 

* 


School of 
Thursday 


meeting at the 
Music and 
ening at 
* * 
THAT the decision of Iford Coun- 
cil to ban posters in Barkingsid 
High Street between Victoria 
Gardens and Fullwell Cross has 
been upheld by the Ministry 
* * * 


THAT C. R. Grahame Simmons, 
chief artist, Hull Daily Mail & 


Times, gave a talk on “Colour in 
Everyday Life’ to the combined 
classes of students of Evening 
Institutes at Hessle, East Yorkshire 

* * * 
THAT the chairman of the educa 
ion committee of the National 
Institute of Hardware and the 
National Federation of lronmongers 
stressed the need for more instruc- 
tion in the art of window display in 
1 letter to the Hardware Trade 
Journal 

* * * 
THAT @ joint national advertising 
campaign for the clothing industry 
ind distributing trade was suggested 
i 6a) «6brains §$trust organised by 
Manchester branch of the Clothing 
Institute and the Manchester Asso 
cation of Clothing Designers and 
Production Managers 

* * * 
THAT 48.947 entered a 
Graphic poll on corporal 
ment, 


Ws tbh 12+ 124° 13> 


RULE 


you have been 
waiting for! 
de FULLY COMPREHENSIVE 


it gives a full 8° measure of every 
point and half-point size between 
6 and 14 pt—l6 in all! 


te BEAUTIFULLY COMPACT 
all these sizes are shown on 
back and front of one rule, 
with 3 slots. 


de STRONG & FLEXIBLE 

the rule is made of high- 
grade plastic. White with 
black markings. Strong for 
constant use; flexible for 
easy handling 


de LIMITED SUPPLIES 


application § is 


Dail; 
punish 


134-14 


Prompt 
essential 
NOW 


87 Crofton Road, 
London, $.€.$ 
(Rodney 4560 & 6165) 


4 large space ship” for * Eagle 
Display Lid 
premetttion 

for 


magazine was constructed by 
using Samcojorma material, and formed part of the Chrisimas 

staged by Bentalls of Kingston 

fair 
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Pictorial 


prior to the opening of their 


THAT E. J. Robertson, cha 
London Express 


man of 
Newspapers Lid. 
thanked Brighton author s for 
their help in the Daily Express 
National Motor Rally which ended 
with the presentation of prizes at 
he Dome Bal Brighton, on 
Sunday 


on 


* * * 
IHAT “Ernie” Morgan, foreman 
of the mounting department of Gee 
& Watson Lid.. who has completed 
$0 years of service in this, the firm's 
jubilee year, was presented with a 
gold watch = by he = directors 
A. H. H. Goodwin and A. Edward 
Jones. 
* * * 
THAT W. J. Leaper, general secre 
ry, Solus Outdoor Advertising 
Association, will address the Lanca- 
sh secuion, Incorporated Society 
British Advertisers, on “Some 
Legal Pitfalls in Advertising.” on 


December 4 
« 


* * 
Corporation 


Dutch 


THAT Torquay 
entertained parties of 
Briuish travel agents 
* * . 
response to the annual ap- 
‘Old = Ben™--the News- 
Benevolent and Provident 
is expected to exceed the 
record of £32.000 
* * * 
THAT the printing and stationery 
firm of George Waterson & Sons 
Lid.. Warriston Road, Edinburgh, is 
celebrating its hy nary 
* * 
THAT Miss Fdna Shrives, director 
Berle: Lid ss been appointed 
chairman of the committee set up 
to organise National Corset Week. 
March 16-21, 1953 nd that Miiss 
Emily Yootl, of Gossard Lid., is in 
charge of the publicity for the Week 


have 
and 


THAT 
peal for 
vendors 
Institute 


post-war 


cent 


3,000 BIRDS ON 
SHOW 


Clear view cookery 
theme of the British 
Development Assox on 
the National Pou 

at Olympia 


will be the 
Electrical 
stand at 
Show which 
day (Thurs- 


with glass 
ng will be on 
feature the 
Holly green, 


door and interio 
show The 
Yule-tide colours 
red and white 
Cooking demons ns 
given daily. Exhib | 


Stand 


will be 
include the 
er, a selec 
okers, mixers 
her electrical 

appliances 
It is claimed the show 
organised by Pou 4 orld and th. 
Farmer will be 
the most splay of its 
kind ever 
Nearly 
exhibited 


md § A-Rr er 
outstand 
Staged 

0m 1s 


will be 


PPP eee eee 


ADVERTISING 
DIARY 


Friday. November 21. 

Pusuictry Cin oF 
Speaker: Rt Hon 
MP 


Grosvenor 


Giascow 
Hector McNett 
Restaurant 


». November 24. 

UsLiCiTY Cits oF LONDON 
David Eccies on “Coro- 
Arrangements Waldorf 


4 SHEFFIELD 
with Incorporated 
Sales Managers Association Grand 
Hotel, 7.30 pm 
uesday, November . 
Baaprosp Pisuicity Assocta- 
T. E. Scou Chard 
Midland Hotel. 7 p.m 
Civs or Lonpow 
to Shredded Wheat 
clwyn 
Apvertising Crus C J 
on Advertising Law 
(educational lecture) 
Pusuicrty CLus oF NorrecHam 
K. Lockhart-Smith on 
Industry Victoria Hotel 
Wednesday, November ° 
ADVERTISING ASSOCIATION annual 
dinner. Dorchester Hote! 
Sece-Service Devetorment 
$ SOCIATION Patrick = Galvini 
e Some current problems of self 
+ Service trading British = Institute 
of Management. & Hill Street, W 1 
Thursday. November 27. 
Berks anno BUCKS 
Crus. Harry Shalson on 
purchase publicity 
Slough, 12.30 pm 
Socrrty oF TYPOGR AP HI De 
SIGONERS. Colour film on Ink 
Monotype Corporation 
EC4 7 pm 


PusLiiry 
Poin of 
Royal Hotei 


or Poustic RELATIONS 
Fifth annual conference Caxton 
Hall Westminster, 230 pm 


TORR eee eee eee eee eee eeeeeeeeee® 


‘Doubtful’ ads. for 


° 
Coronation seats 
Warning of “doubtful” classified 
advertisements of Coronation seats 
is given in the Advertising Asso 

ciation’s News Letter 

“All newspapers and periodicals 
are advised to scrutinise such adver 
tisements most carefully and to 
report on cases considered dou 
ful.” it recommends 


Where financial ads. 
were placed 


In line with the development of 
financial publicity is a new promo- 
tion folder issued jointly by Si 
James's Advertising and Pubhshing 
Co., Ltd. (the “City Office” of the 
London Press Exchange group) and 
Intam Ltd. (L.P.E.’s international 
idvertising and marketing company) 

Printed on semi-stiff paper the 
folder includes a stylised map of 
the world and a list of some of the 
countries and newspapers in which 
St. James's have recently placed 
financial advertising on behalf of 
British firms 
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THD THINGS WE DO! 


é 
zs Take a sheet of thin es d dus 


A 2 EE Ra Ot 


' 
- 
‘ 
: 
s 
¢ 


4. Fold it like this . . . 


TT? three-dimensional Display idea orginally came to us from 

our American Associates and it is a patented design. Despite 
its brilliant ingenuity, it is really amazingly cheap and certainly 
most powerful in persuasion 


Display’s top team of ideas-men and designers is now backed 
by the best-equipped Display-making and Silk-screen printing 
plant in the world. 

With this advantage to you! YOU CAN NOW 
GET THE FINEST DISPLAY MATERIAL, 
EXHIBITION STANDS AND SILK-SCREEN § 
PRINTING AT THE LOWEST POSSIBLE ' 

PRICE. Care to ring Euston 5351 and check ? 


Leon Goodman Displays ... 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET 
LONDON - W! ° EUSTON 5351 


Fe ‘i Pea a 5 ‘ - a | 
a ao iy =~ Sa 
; Z ~ } , a 
4 | a - eis 
cd ‘ ; ‘ ad », “ ° eI } = 
is * = | 
- 2. Draw on it like this . . . 0) 
1 a Bas hee 
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Current Advertising |RBRgRGs. Cacr hae 


George Brettle & Co., Ltd., underwear and hosiery, to 
s ’ Bemrose Publicity Lid. (Derby). Sir George Godfrey & Partners 
L.P.E. get Coca-Cola account Ltd. to Hyde & Partners Ltd. (aeronautical and industrial press), 

. Askey’s Premier Biscuit Co. and Maynards confectionery to 

London Press Exchange Ltd. have been appointed to handle the Crossley & Co., Ltd.; Battersby & Co., Ltd., hat manufacturers, 

advertising for Coca-Cola in the United Kingdom as from January 1. to Dudiey Turner & Vincent Ltd. (press only.) 


Campaign details have yet to be formulated. 
; Asked if there would be heavy NEW ACCOUNTS: 


MORE ADs. FOR ge for Coca-Cola, F. H. R Coca-Cola for London Press Exchange Ltd.: Smirnoff vodka 


advertising age if ’ 
AE RTEX W E EK Coa - ' ae ees for Alfred Pemberte n Ltd: Taylor Industries ltd. and Edward 
cane ” — We cannot make any plans until & James Richardson Ltd., shoe jeather manufacturers, for Red- 
Heavier aevertiong Wit) St 8 ics the de-rationing of sugar. We hav heads Advertising Ltd. (Newcastle upon Tyne); Northern Assur- 
A md annual Acricx” had @ short list of agents for som ance Co., Ltd., for Mother & Crowther Ltd, Benwell fireworks, 
Week to be held from May tI \¢ tume and the whole question of made by Haley & Weller Lid. for Auger & Turner Ltd.; Smith 
veRt y Sp will be booked selection has been hinged on this & Vitty Ltd, car accessory agents, Dubblewear plastic rain- 
$00 local eewapapers.. a : q Distribut SC oe anaes coats and Kladwell Ltd., makers of Rallyklad car seat covers, 
~— cat Rewspape! istribution of Coca-Cola here is 5 
Most of the nat daily and confined to London, Glasgow for Auger & Turner Ltd. (Glasgow) aan , 
Sunday newspaper nd womens Belfast and Eire Neolite soling material, made by Goodyear, for Erwin Wasey 
dae : & Co., Lid 


NEW CAMPAIGNS: 
Basildon Bond notepaper (the J. Walter Thompson Co., Ltd.) 
national newspapers and magazines, trade press; Aertex 


‘ fre - , : (Osborne-Peacock Co., Ltd.) national dailies, London evenings, 

| “ . caaind cacel one an Ga. © 
{ aa hesten women’s magazines and local press during Aertex Week, May 
11-16, Bertram Mills Circus (Greenlys Ltd.) national! dailies and 


Sundays, suburban papers, class magazines and teaser ads. in 
London evenings, Wilkinson's liquorice all-sorts (Nevin D. Hirst 


Osborne-Peacock Co., Ltd. 


h for A x ady ng in 
; (Advertising) Ltd., Leeds) national! dailies and Sundays, maga- 
A “ ) h vines and chidren’s papers: B.B.C, Children’s Hour Annual, 
i 1 imo the A « published by Burke Publishing Co., Ltd., national and pro- 
d t g used in mer vincial papers and Radio Times, King’s of Oxford, motor cycle 
derw and womens Ddiouses specialists (Stowe & Bowden Ltd.)}, first major campaign with 
! a ahh . Br : d "Th = “9 arge spaces in national dailies and Sundays; Stephens Ink in 
ee 7 a ton G He Ration righty ae ; new bottle (London Press Exchange Ltd.) Punch, Radio Times, 
d anager of The Cellular Clothing cinema and poster advertising: Oxydol (Erwin Wasey & Co.. 
Co. Lid., talking to W. E. Osborne - : - : 
en a oe um ai af tahora Lid.) coupon offer with largest possible spaces in national 
d in a fashion display held at Peacock Co. Lid. and J. B dailies: British Electricity (Mather & Crowther Ltd.) national 
5 Hotel last Thursday MeGowen, the account director dailies and Sundays; Creamola custard (Pau! E. Derrick Adver- 
tising Ltd.), large spaces in national dailies, London evenings 


and Scottish papers starting in the new year 


OVERSEAS ACCOUNT: 
Ronson lighter advertising in Ireland for Janus Ltd. (Dublin) 
(in association with Mather & Crowther Ltd.) 


OVERSEAS CAMPAIGN: 
VENUS Wilkinson’s liquorice all-sorts (Nevin D. Hirst (Advertising) 
Ltd., Leeds), export campaign in Canada 


‘Drink vodka’ The Coupon is 
on the pack 


wk 
Late 


Fashion by 


. 
7 

drive A new Oxydol pack has been in- 
\ large promo campogzn to troduced incorporating a coupon 
Loe popu he dooking of vodka worth sixpence. This “money-saving 
ie n this cou vii! be launched coupon offer” will be advertised 
irly next It will break with the “largest possible spaces” in 
with the introd n of Smirnoff national daily newspapers. A half- 
odka by W. & A. Gilbey, th page has been booked in the “Daily 


Express” for to-morrow (Friday). 


win 1 
Gilb have f d a new com Agents: Erwin Wasey & Co., Ltd. 
pany, Soci P Smirnoff Fils —_ 
Lid. which ed the right ° 
to produ ika which was Plastic soles 
nl nnerial t 
om R om Imperial Court Large space advertising in the 
This ri = he Grit ene national daily newspapers is appear- 
™ aaa » eametiien ing for the next three wecks to 
i tn a 1 will sell announce the introduction to this 
” octal han the im- country of Neolite, a new plastic 
soling material which is claimed to 


ported c last me . 
; =~ ast more than twice as long as 
— Pemberton Ltd. b wie. e leather All the spaces booked are 
pp ‘ } e adver- 1 
. aa - g eleven inch triples 
sing and Kennerly Edwards & Goodyear have introduced Neolite 


Rasceiaies ltd be respon- from the United States where it is 
ean’ aie th = as Mie stated to be “highly popular.” 
. , mtg. a or ‘poe: een Further advertising. with large 
Seeing wilt lebrate the SP&E€ announcements in the 
coe Ara ; * cae national press, is. planned for the 
Vodka drinking ‘ ised con- New Year Erwin Waney & Co. 
so calle United’ States Ltd., are handling the account 
4 ite Laie 
\ sinc he w s expected 
hat p f mn will be Advertising for Smiths clocks and 


watches is handled by Scientific Pub- 


represented by ARTIST PARTNERS Ltd. co 4 = yi icky Lad. and not Service Advertis- 


9, Lower John St., London, W 1 Gerrard 1157 (8 lines) ’ ing Co., Lid., as stated last week 
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IN ANY ONE WEEK 
35% of all adults — 
13,000,000 people—visit a 
SCREEN ADVERTISING CINEMA 


IN ANY FOUR WEEKS 
44°, of all adults— 


16,000,000 people—visit a 
SCREEN ADVERTISING CINEMA 


These and many other interesting facts about the cinema and its audience have been published 
in a book entitled The Audience for Screen Advertising. It is based on figures drawn from the 
Board of Trade Quarterly Reports and on the findings of a series of monthly surveys carried 
out on behalf of Theatre Publicity by Research Services Ltd. The techniques employed have 
been approved by an Advisory Committee on which both the Institute of Incorporated Prac- 
titioners in Advertising and the Incorporated Society of British Advertisers were represented. 


THEATRE PUBLICITY LTD - Serving Screen Advertisers 


HEAD OFFICES 124-128 FINCHLEY ROAD. LONDON. NW3 (HAM. 4424) W SALES & PRODUCTION FILM HOUSE WARDOUR STREET LONDON, W! (GER 9292 
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ADVERTISER'S WEEKLY 


Announcing 


AN ENTIRELY NEW JOURNAL 


AND ACCESSORIES 


AINWEAR and 


journal ever devoted solely to the rainwear 


Accessories will be the first 


trade and to furthering the interests of all who are 
concerned with the manufacture and distribution 


of its products. 


RAINWEAR and 


sively with rainwear products, and be edited with a 


Accessories will deal exclu- 


view to developing the demand, and pointing the 
markets and uses for rainwear and 
RAIN- 
WEAK will co-ordinate the interests and needs of 


way to new 


related accessories, at home and overseas. 
all sections of the trade and provide complete 
coverage for advertisers. 


RAINWEAR and 
the professional buyer will have at hand every 


Accessories is the journal 


month, guiding him (or her) as to what is new in 


styles and trends 


RAINWEAR enables suppliers to present their 
announcements each month to buyers of rainwear 
and accessories without waste circulation; and 
there are well over 15.000 retailers and wholesalers 
interested in the rainwear trade in addition to the 


2.000 manutacturers 


the rainwear trade eco- 


RAINWEAR = and 


To cover completely 
nomucalls you must use 


\ecessories 


Write for full particulars and Rate Card to Rainwear 
& Accessories, Weatherwear Publications Ltd., 189 
Fleet Street London E.C.4. Telephone CHAncery 8844 


‘Everywoman’ 
biggest since 
the war 


Odhams' Everywoman for Decem- 
ber contains 104 pages and is the 
be published since 
the war The SS} pages of paid 
advertising also constitutes a post- 
war record 

* * » 


An extensive publicity campaign 
including special local advertising 
supports The People (November 
23). The issue will include a 4-page 
supplement—to continue as a series 

containing prizewinning entries in 
a War Stories contest. 

* * * 


A-publicity scheme on the theme 
“Win a dividend before Christmas” 
backs this weck’s Sporting Life 
Geide which has specia! features 
on football pools 

* * * 


The Cabinet Maker wi!| publish 
on May 2 a souvenir edition with 
the sub-title “The British Furnish- 
ing Industry Plays its Part.” There 
will be special articles on Corona- 
tion = furnitur in Westminster 
Abbey, and in Royal residences and 
Parliaments in the Dominions. 

* * * 


For the first time since it was 
started six years ago, the § 
Life challenge trophy for newspaper 
nap selections, with its accompany- 
ing award of £100, has been won 
by one of its own “stable,” Solon. 


‘Raleigh’ edition 


November 12 issue of The 
Nottingham Journal bore the 
Raleigh insignia in green, with the 
words “Ralcigh edition,” on its 
front page, and carried an cight- 
page supplement devoted to Raleigh 
Industries’ new 10-acre factory ex- 
tension at Lenton. About half the 
supplement consisted of contractors’ 
advertisements 


- * . 
Linking up with Jewish Book 
Week which opens on Saturday, to- 
morrow’s (Friday) issue of the 
Jewish Chronicle )\| carry a special 
book supplement 
* * * 
Harpers Sports and Games has 
produced for sale to the public by 


Enlarged and illus 
the “Motor Cy 
and current tran 
attracted large cr 
again enabled 


Publications News and Notes 
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sports goods retailers a wall chart 

of diagrams of the playing areas for 

a great many sports and games. It 

carries about forty advertisements 

from sports goods manufacturers. 
* * . 


December issue of Boy’s Own 
Paper carries 47 3/16ths pages of 
advertisements—an all-time record 
for the magazine. 

- . * 

A back-stage picture in colour 
of a Sadler's Wells ballet rehearsal 
forms the cover of the December 
issue of Reader's Digest. 

* * . 

In the December issue of 206, 
to be published November 28, a 
six-point plan for the future of 
British television will be outlined 
by Norman Collins. 


Coronation issue 


To-morrow’s (Friday) issue of 
Municipal J is a Coro- 
examining local 
authority preparations for t 
event. On February 6, 1953, the 
Journal will publish its Diamond 
Jubilee issue, with upwards of 120 
pages. The front cover will be a 
composite block of a Ronco adver- 
tusement and the Journal's title, 
designed by Ronco’s agency, T. 
Booth Waddicor & Partners. 
- * * 


The ninth National Exhibition of 
Cage Birds and Aquaria, organised 
by Cage Birds and Water Life 
opens at Olympia to-day (Thursday) 
and ends on Saturday. A great many 
awards and trophies will be pre- 
sented. To-day the Bird-Keepers’ 
Convention, held in connection with 
the Exhibition, will be addressed by 
the Duke of Bedford. 

* . - 


The Times Weekly Review, which 
is published to-day (Thursday), in- 
cludes a 12-page survey of Northern 
Ireland Industries with a foreword 
by the Minister of Commerce and 
two pages of pictures. 

* * * 


Planned as an annual publication, 
the 1953 edition of The Evening 
News London Year Book contains 
10,000 facts about the capital, as 
well as a great many illustrations. 
Richard Dimbleby is a contributor. 
Price Is. 6d. 


nation suc, 


rated facsimiles of their Show Number are featured at 
rand at Earls Court. Current and exploded drawings 
rencies from original Motor Cycling photographs have 
Inclusion of the Motor Cycling Standicator has 
ors to locate quickly the exhibit they require, 
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Direct mail is ‘still 
the poor relation’ 


One of his criticisms was that 
too many direct mail practitioners 
still had the “space broker” men- 
tality. They waited for someone 
to give them an “order for 
addressing” instead of being 
qualified to discuss direct mail 
as advertising, as would an ad- 
vertising agent. For a direct mail 
practitioner to expect an adver- 
tiser to go through a “list of 
trades” was equivalent to ihe 
advertising agent presenting his 
client with the Advertiser's 
Annual and expecting him to 
select the media! 

“Nor is the advertiser free 
from blame,” said Mr. Holland. 
“He will appoint an advertising 
agent and allocate an agreed 
budget for everything except 
direct mail. Too often the latter, 
if used at all, is spasmodically 
handled by the advertiser instead 
of being written into the overall 
advertising plan.” 

Stressing that direct mail is an 
important form of advertising, 
he said that too much emphasis 
was placed on the number of 
inquiries received from a mailing. 
These immediate inquiries only 
showed the amount of immediate 
interest. But it was a proven fact 
that often a man would reply to 
the fifth or sixth mailing of a 
series after he had ignored the 
earlier “shots.” 

Moreover, inquiries from later 
mailings often turned into busi- 


e SPORT e« 


The fifth annual dinner of the 
Press Golfing Society will be held at 
the Press Club on Thursday, 
December 11. Sir Frank Newnes, 
president, will take the chair, The 
chief guest will be Viscount Simon. 
Dart 

W. S. Crawford Lid. dart team, 
captained by John Delgoffe, beat 
G. S. Royds Lid., led by Jack 
Shrimpton, at The Crown & 
Anchor, Wine Office Court, 3-0. 


Football 


Samson Clark beat Benson's 3—0 
at Blackheath on Saturday. Ben- 
son's ficlded a weak team owing to 
injuries. G. French was soutstand- 
ing in goal. G. Brown (2) and L. 
Jones scored for Samson Clark, i 
a fast, clean game played in ideal 
conditions. 


LEAGUE TABLE 


i] 


Cuwenwn-o- 


Samson Clark 
London Press Exchange 
Warland 

S. H_ Benson 
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ness cker because they were 
posit inquiries—the recipient 
had convinced and was now 
active! the market of his own 
free w: and all the time there 
was ac. tant building up of the 
advertis name in what, if the 
market dcfinition had been cor- 
rectly done, was to be his market 
for years to come. 

“Direct mail has a long way to 
g0 before it can serve the adver- 
tiser as efficiently as press, 
posters. films or radio are already 
doing, sid Mr. Holland. “But 
the scope is there and, just as 
other forms of advertising have 
evolved from the primitive stage, 
so direct mail will become more 
scientific and thus more effective. " 


The 104th annual festival di 
Provident Institution on Moniay 
successful year. Picture show 
ham, Lady Helen Berry, Lov 
Berry, Festival chairman. Arn »-; 
“Old Ben Record’, wu 


MANX APPEAL JUDGE DEFINES 
STATUS OF LONDON AD. REP. 


The Isle of Man Court of 
Appea! has dismissed the appeal 
of Norman Price, a London 
journa|ist. who sought to recover 
damages of £2,000, together with 
£219 taxed costs awarded him in 
a libe! action against Mona's 
Herald Lid. in the Queen's Bench 
Division in London in April 1951. 

Monas Herald Ltd. took no 
part in that action, the writ in 
which was served on George 
Arthur Jackson, of Clifford's Inn, 
Fleet Street, whom plaintiff 
claimed to be the agent of the 
company in England. 

Price, in March last, sought to 
recover the damages in the 
Manx courts and in April, in a 
10.000 words judgment, Deem- 
ster Sir Percy Cowley, the Island's 
senior judge, dismissed his action 
and said that Mr. Jackson was 
simply the advertisement repre- 
sentative and did not, in any way, 
have the management and control 
of the company. 

It was against this judgment 
that Mr. Price appealed, and in 
giving his decision Deemster 
A. D. Gerrard, Q.C., the Island's 
Judge of Appeal, quoted this 
passage from mster Cowley’s 
judgment: “I am satisfied that 
Mr. Jackson's duty is confined 
to receiving requests for adver- 
tising matter for transmission to 
the defendant company, who may 
either accept or reject such offers; 
that there is no binding contract 
made by him at the time of 
accepting or passing on the ad- 


vertisement, and that no contract 
is made until the advertisement 
has been accepted by the defen- 
dant company.” 

“Was the learned Deemster 
justified in making this finding?” 
said Deemster Gerrard. “I think 
the result of this appeal depends 
on the answer to this question I 
have come to the conclusion that 
his judgment can and should be 
supported. I think I should take 
the view that the evidence given 
by Mr. Jackson and Mr. Quayle 
(editor and managing director) 
about the making of contracts 
was not merely opinion but was 
evidence given from kno wiedgs 
of how people in the position of 
Mr. Jackson, and Fem 
operate national advertising I 
think they were giving evidence 
of how the operation was nor- 
mally conducted, and conducted 
to the knowledge of the three 
parties concerned.” 

Deemster Gerrard concluded: 
“Having considered al! the cir- 
cumstances I do not think it 
would be right to say that Mr 
Jackson was in the position of 
an agent doing respondents’ busi- 
ness for them in England 
Although I must confess that I 
have hesitated a good dea! about 
the matter, I have come to the 
conclusion that this appeal must 
be dismissed with costs.” 

Deemster R. G. Johnson, who 
sat with Deemster Gerrard, con- 
curred. 


PLEASURE GARDENS PUBLICITY 


While stressing the need for the 
retention “orthodox advertising 
methods.” Norman Dodds, M.P., 
emphasised in Parliament the neces- 
sity for introducing new techniques 
into getting publicity for the Batter- 
sea Pleasure Gardens next year. 

Mr. Dodds said he knew some- 
thing about showmanship and pub- 
licity having spent nine years 
building some of the biggest trade 
exhibitions in Great Britain and also 
being a former Co-operative pub- 
licity manager. 


Dodds’ suggestions included 
a ot contest, a cycle run or a 
Coronation torch run round Britain 
finishing at the Gardens, and a 
helicopter carrying advertising to 
land in the Gardens. 

In his reply the Minister of 
Works (Mr. David Eccles) said 
“I am not an expert in advertising 
but I have found in my business life 
that publicity usually ends some- 
where or other costing ney. 
Some of it pays and some of 1 does 


ner of the Newsvendors’ 


age “newspaper format’ 
produced by Kemsley Newspapers. 


ADVERTISER'S WEEKLY 


Benevolent and 


night was the highlight of a highly 
¢ president of the Institution, Lord Burn- 
e Ulsle and Dudley, 


and the Hon. Lionel 
dinner souvenir, 


Fleet Street 


Players shine 


Advertising gave strong support 
to the Fleet Street Players’ annual 
production in aid of N.A.B.S B 
at the Fortune Theatre on Monday 
and Tuesday this week. This year 
the Players presented “You Can't 
Take it With You” by Moss Hart 
and George F. Kaufman. 

Enthusiasm and a fair sprinkling 
of talent carried this rollicking 
comedy to success. Skilfully led by 
Frederick Griffin (Amalgamated 
Press Lid.), founder and director 
of the Fleet Street Players, the cast 
really made the play live. 

It deals with an extraordinarily 
eccentric family in New York. 
Grandfather catches snakes, father 
plays with model ships, mother 
tries to write plays, the daughter 
dances ballet, and fireworks are 
made in the basement. 

Outstanding were Ethel Catchpole 
(Yardley & Co., Ltd.), the enthusias- 
tic play-writer, Joyce Goldman (P. 
Moon Bros.), the negro cook, John 
Chalcraft (Amalgamated Press), her 
coloured boy friend, Dierdre 
Whittaker (Partington Advertising 
Co.) the ballet dancing daughter, 
Judith Jourd (Coseley Engineering 
Co.), the only sane person in the 
family, and Paul Imbusch (Atlas 
Publishing Co.) a Russian ballet 
instructor. 

They were ably supported by 
James Shields (Northern Transport 
Agency (London) Ltd.) John 
Stevenson (V. Pethick Lid.), David 
ar (MacLaren Advertising 
Co., Ltd.), Reginald Steward (British 
Emulsifiers Lid.), John Gutteridge 
(Charles E. Gilbert), Marion Fenn 
(C. Tinling & Co.), Philip Arnold 
(Lutterworth Periodicals), Patricia 
Pullen (Gorings Ltd), Gordon 
Clarke (Geor Cohen & Sons), 
and Joyce oare (Westminster 
Press). 

The producer was Alan Sleath 

A %-page programme carried 28 
pages of advertising—from adver- 
tisers, agents, and media. 


Clydella awards 


Sir Edward Herbert, managing 
director of William Hollins & Co.., 
Ltd., spinners and weavers, will pre- 
sent the prizes in the Clydella sec- 
tion of the “Back to School” win- 
dow display contest organised by 
Men's Wear, at a luncheon at the 
Trocadero on February 11. 
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Legal and 


Gazette 


FOUR YEARS FOR FALS 


PRETENCES 
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FIRST MEETING OF 
CREDITORS 
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Using their loaf 


18-f1 


This 
poster featuring their 
has just been erected above the Lee 
Bakery of Clarks (Catford) Lid. It 


three-dimensional 
‘Sun-ray” loaf 


high 


railway Designed by 

poster was built and 

John Edeingion & Co 
td 


faces the 
Clarks, the 
erected by 


. . . » J 
‘BIG SCOPE 
* mo . 
FOR INCREASED 
. val 
SALES’ 
way in which many news- 
ire trying to overcome sales 
Morrell, director 
of the Birmingham 
Despatch Lid., told 
Handsworth newsagents at the 
annual dinner, is by improving their 
display and retailing methods. Ther 
was “enormous scope” for increased 
sales, he suggested 
“Copies must be 
umes when the public 


One 
papers 
resistance, W 
and manager 
Gazette & 


ivailable at all 


wish to buy 


he added. “The granting of returns 
is not an answer to the problem 
even if it were an economic propos 
tion from the publisher's point of 
view 

“It is not fully appreciated tha 
the fall in the price of newsprint 
has been only slight And any 
reduction takes a long time to show 
in the accounts, owing to th 
imount of stock that is carried. In 
many offices, for example, they a: 


still using paper bought at the peak 


price of £66 per ton 

‘Apart from economic considera 
tions, there is the possible effect on 
net sales figures The granting of 
ven limited returns would, in my 


sales 


opinion, reduce net 
vertising rates can only be held firm 
on the present sales figures 


Ads. which tell the 
whole story 


Hewitt Ogilvy Benson and 
Mather Inc. report great success for 
heir first Austin advertisement in 
America 

Presented as “An open lett 
to Americans who have never driven 
in English car,” by Leonard P 
Lord. chairman, Ausin of England 
the advertisement is sober in styl 


Stating us case in considerable 
detail, with special emphasis on the 
economy in running 

An interesting detail is 
American cars do not use 
trafficators, the adv 


costs 


British 


tsement 


that, as 


x 


1952 


NovempBer 20, 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT, As. 
hs. per line, 


RATES 
APPOINTMENTS WANTED, 


<4. gor tine, <i. per Gietey panel Geb 
35s. per dixplay pane! inch. 


classifications, 4s. per time, 456. per display panel inch. Minimum ‘ 

charge, one ~ plus 9d. covering postage, etc. Series rat on application: all 

adverticoements ander seven insertions MUST BE PREPAID. Address “Advertiser's 
uly 180 Fleet Street, London, E.C.4. CHAmcery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


The engagement of pe 
« Leeal Of% 


Situations \ acant 
be made throuch 


ryoms answering these advertisements must 


of the Ministry of Labour or a Scheduled Employment 


Ageecy if the applicant ls @ man aged 18-64 inclusive of a woman aged 18-59 inclusive 


unless be of she, oF employment, 


b © from the provisions of the 


Notification of Vacancies Order 1952." 


LAYOUT 
MAN 


Appointment in India on two- 


year contract Salary, allow- 
ances, two months’ leave on 
completion of contract, paid 
} passages, pension scheme, 


| | medical benefits. The man we 
are looking for should have at 
least four years’ agency ex- 
perience. He should be able to 
plan campaigns with minimum 
supervision. He will have the 
assistance of a large studio, but 
will be expected to be 
competent to carry his own 
ideas to submission rough stage. 
Preference will be given to 
single man. 

Write with full details (no 
| specimens), marking your 
| | envelope Ind/Layout, to 


GRANT ADVERTISING LTD. 
36 GROSVENOR STREET, LONDON, W.1 


A LONoon AG ENCY has an openin 
young Layout Man w th 
Agemy xperience Must hay sound 
knowleda typography rite stat- 
na qQualifica s and salary required 
Box G.A.809. 47 Salisbury Court 
‘ E« 
INDEPENDENT COMBINE equire 
represemiation t& ta advertising 
umpaigns at boardroom le ising 
mination at Point-o to 
n ad fiims Previous 


SENIOR LADY 
COPYWRITER 


for Departmental Store 


| | We require a fully experienced 
can produce 
good selling copy for general 
merchandise and fashion. Apply 
Publicity Con- 


Copywriter wh 


in writing to 
troller, 
BENTALLS LTD., 
Kingston-upon-Thames. 


Can you interpret rough visuals 
mainly of an engineering character. 
which may include figures; to your 


ywn style as finished artwork? 
ymmplish any letter- 
imluded on the 


Can you also acc 
ing which may be 
finished work” 
If you can do 
mind putt 
occasional 


work and not 
ng your hand to an 
hum drum” piece of 
there is a vacancy for you 
Studio 


thas 
artwork 
n this 


Box 3177 
Advertiser's Weekly 180 Fleet $1 EC4 


THE ADVERTISER is 4 National 
Advertiser (head office in East London), 
requires an Assistant of ability, 
and experience for work 
connected with Display 
Advertising (not 
Administrative work at HO 
included; and the position also 

| for extensive travelling for 
| of th work of Territorial 
| Staffs Age limit approximately 
—e £500 Da 


marily 
Outdoor 


reasonah ¢ expen 


Box 4170 Ad Weekly 180 Fleet St EC4 


‘| ASSISTANT 
| ACCOUNT 
| EXECUTIVE 
‘| REQUIRED 


| Must have good, 
all round knowledge 


of advertising. 


Apply in writing to 


Staff Director 


VARLEY LTD. 


| COLMAN, PRENTIS & 


type 
innounces “Illuminated arms which 
stick out when you are going to ANIMATOR Swiss Cartoon 
, on tb comati Film P " cin Geis of 34 Grosvenor Street 
turn, and then go back au lic Leo gt 
ally.” 2 Bishopsga yy London, W.! 
ill t t YY = 2 i 

~ be ~~ pny illus or ogee ON | FEMALE PRODUCTION ASSISTANT | 
of r ord an other of two quired i ; " t ency. | 
Austin models Ex . 

The success of the advertisement aor i ~ | 
H.O.BM claim “demonstrates echine : _ 
once again that advertisements which j ew ' “—_ SALESMAN required for series 

l! the whole story, and tell n a wer | wal mewspapers. Age 21-35. Excel- 
" : : al Prospects for might man North 
nteresting language, often sell more cn haa ale m sili ‘dane 
than ordinary advertisements mn 3149 Ad Week Fleet St ECS Box 3206 Ad. Weekly 180 Fleet St BC4 
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‘CLASSIFIED ADVERTISEMENTS | EXSUEUATEN 


PUBLICITY MANAGER 


required to EARN £1,250 P.A. 
TREMENDOUS SCOPE FOR 
IMAGINATIVE MAN. 

Send brief details of experience 
with application to: P.M. 


Box 3214 
Advertiser's Weekly 180 Fleet St EC4 


weeesn DISPLAY. 


Expericneed win- 


yw dresser r quired by well known 
Semen manufacturers The person 
required w be able to work on hs own 
imitative with minimum supervision and 
¢ in possession of driving licence 
Pension scheme Full particulars to 


Adverusing Manager 
Box 3187 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS 
OPPORTUNITY 


fora 


CREATIVE 
MAN} 


A well known West-end 
Advertising Agency has a 
vacancy for an experienced 
man with the ability to visu- 
alise the needs of particular 
chents in all aspects of sales 
promotion and all forms of 
modern publicity; to produce 
selling ideas that can be sup- 
Ported by sound reasoning 
An ability to put these ideas 
On paper would be an advan 
tage 


Our staff know of this 
advertisement 

Please write in confidence 
(do not enclose specimens) 
giving particulars of experi 
ence, accounts worked upon 


and salary required, to 


Box 3239 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN, some experience 
img and typing preferred 
copywriting and other 
ing publishers 

3 Ad. Weekly 180 Fieet St BC4 


publish 
wanted for 
duties by lead 


G. HAYWARD MARCH LTD. 
require an experienced Silk Screen 
Operator (preferably one used to 
operating a McCormick machine, but 
not essential) 


Also a First-Class Stencil Cutter 
Apply in person to 
Tl, Lillie Road, S.W.6. 


cd 

Advertisers 
required by 
Printers producing first 


REPRESENTATIVE, having stablished 
x ’ n 


London firm of 


class and attractive printed Advertia.ng 
Novelties 
Box 3188 Ad. Weckly 180 Fleet St BC4 

RAPIDLY EXPANDING Birmingham 
agency requires advance assistant 
executive to understudy Director and 
handle smal! group of accounts. Must 
have experience of client contact and 
Agency procedure Residence in 
Birmingham casentia Write in conti- 
dence to The Managing Director, | 


Graham Browne Advertising Litd., 33° 
Moseley Road, Birmingham. 12 
TYPOGRAPHICAL LAYOUT 
with sound knowledge of adaptations 
required by London agency specialising 
im technical accounts Position carries 
with ideal working cond 
in confidence, stating age 
experienced and salary requis ed. to 
Box 318 Ad Weekly 180 Fleet St BC4 


MAN 


MAN quired as an assistant 
in ry Departmen of Fleet Street 
Ad # Agency. Responsible posi 
tor * 9305.10 No Saturdays 
Nr ing = =6age experience and 
saa red 
Box \d Weekly 180 Fleet St BOs 

ESTABLISHED 
NORTHERN STUDIO 
shortly moving to 
im ord to faciitate increasing 
busines with agencies mn this 
arca. wishes to contact experi 
enced ncy-trained artists keen 
to b ne members of a first 

class stive team. 
Salar mmensurate with ability 


Please write in first instance wo 


FALCON STUDIOS LIMITED 
13 PRINCES SQUARE, HARROGATE 


LONDO* 


AGENCY has vacancy for 
agcency-ained production man (25-30) 


(bic to work on own initiative. State 
age. sala experience to 
Box 32 Weekly 180 Fleet St BC4 


FASHION ARTIST 


who ha ad first class experience in 
Store and General Fashion Illustrating 
black and white and co‘our Mus 
have individual style and must be 
adapta » work on a variety of 
& count 

Box 3243 


Advertiser's Weekly 180 Fleet St EC4 


nu pod — (Male) required. West 

to make up working 

jae nw co our roughs, etc Write 

giving 1g experience and salary 
required 

Box 323) Ad. Weekly 180 Fleet St BC4 


PRINT CONSULTANT required ty repre- 


sent large and established 


went and creative 

amd developing 
customers. It carries 
and corresponding res- 
remuncration This 
sa esman s job but 
is m ist not be afraid of selling 


Write details in confidence to 
Box 3189 Ad. Weekly 180 Fleet St BC4 
RETOUCHING ARTIST 

requ famiiar with colour, black 
and retouching to the highest 
poss, Ln aes for technical and 
semi iterature and or 
Nationa avert sers i Trade and 


C48 0 fia 
Box 3242 
Advertiser's Weekly 180 Fleet St EC4 


r SHION ARTIST, 


ADVERTISEMENT 


compctent in wash 


line a colour work, Congenial studio 
Perma position day week. With 
speci to W. Kingsicy J. Tisshaw 
Knigh jge Advertising ervice 6 
Sloane Street, Knightsbridge, S.W.1 
FIRST CLASS PRESS ADVERTISE. 
MENT PRODUCTION MANAGER 
required previous sagem experience 
Idea working conditions 
noone which is capidly expand- 
reply tw Rooster Publicity 


“Walton House 
wanted by 
and lettering 


TERminus 9%¢ 


Peterborough 
Process House for 
Phone for inter- 


ay 
view 
LAB laments ae td) A 
k ft m Photographic andj 


required by 


c mm a Art Studi Must have 
conne ms and expericnce with Fashion 
Houses Women's Magazines etc 


Sala commission Weite 

Box $ Ad. Weekly 180 Fieet St BC4 
TECHNICAL LSTRATOR 22-0 

Ex um Opp for first clas 

artis with and Nitiative 

Spa ms Stud salary by arrangement 


s 

ving full details of experience 

c.. % ms Department, B.D.S 

Lid 48 Red Lion Street w.cl 
MANAGER rf 

serics fequires young 


with ty and determination to eell 
Seas arca State age educat ion and 
particulars f experic 

Box 3169 Ad. Weekly Se Fleet St Bca | 


APPOINTMENTS VACA 


COMMERCIAL ARTIST + by 


ondon flectricity Board May 
Department at Rochamptor wis 
Experience of figure work ’ 
to execute finished lettering a 
Salary range: £47S-£550 per in 
clusive Application forms [ batab 
istments ¢ er, 46 New Br t 
EC.2 Please enclose essed 
envelope and quote reference “” 
BH 

SECRETARY required for Ad nent 
Director, Knowledge of cou py 
chasing and simple layout abl« 
Full details and salary requir 
Box 3219 Ad. Weekly 180 Fi S BCS 


GENERAL 
ARTIST 


Required by London Studio 
Experienced man capable of 
producing first-class finished 
work in all mediums. 

Pleasant conditions—5-day 
week. Write stating age, 
experience and salary re 
quired. 

Box 2213 
Advertiser's Weekly 180 Fleet 8 EC4 


TRACER of Junior for Techmcal Pun 
cations Department of Radio Manutls 
turers in S.W. London. Some know 
edge of Typography to h 
ing an advantage, ewentia 
Reply giving full aac, cx 
perience ct to 
Box 3218 Ad. Weekly 180 Fleet St Baa 

SPACE DEPARTMENT Progressive 
Londo Agency requires Semor Copy 
Typist. Experience typing spa she 
dules, aptitude figures casentia Inter 
esting varied post for os ay accurate 
person. Write stating fi tails t 


Box 3234 Ad. Weekly 180 Fic 


ADVERTISEMENT 
REPRESENTATIVES 
WANTED 
for DIRECTORY 
Only thoroughly experienced men 
should apply Excellent Terms 


Box 3200 
Advertiser's Weekly 180 Fleet 61 EC4 


PRODUCTION MAN required for sma 


well established Advertiing Agency 
Myst have ideas and initiative and be 
to produce neal layouts for press 


advertisements, folders, showcards, etc 
with sound knowledge of typography 
and reproductive processes. Good prow 
pects for riaht man Apply in writing 
only sating cxpericnce md salary 
required to S. F. & Pariners Lid.. 4a 
Bioomsbury Square, W.C.1 
VESLALISER LAYOUT MAN required 
for small growing Agency in the Ficet 
Street arca. Thies is a really progressive 
position for a young man who is as 
imterested in advertising as he i# in the 
aesthetics of good layout. He will join 
a happy team working on 4 great vaticty 
ot press and print design Ageny 
experience and a high standard of pre 
sentation is casential but finished art- 
work m not required. Our staff know 
4 this adveriisement. Picase write full 
details (no s\ecrmens) to 
Box 1236 Ad. Weekly 180 Fleet Si BC4 


LETTERING 
ARTIST 
vacancy with excellent 
opportunity for a keen man. with 
several years practical capericne 
Box 3178 
Advertiser's Weekly 180 Fleet St ECe 


This is a 


AMBITIOUS YOUNG MEN required a 


apace-salcamen in one Of tbe Adver 
tisemem Departments of well-known 
Fiect Street group of periodical-pub 


companics, Previous cxpernence 

not essential, Commencing salary £6-47 

rising =according to fesulis 
Particulars of age and 

business record. to 

Box 3124 Ad. Weekly 180 Fleet St BC4 


known agency to 


accounts 


qualifications who is 
responsible capacity 
of this appointment 


experience 


VISUALISER— 
COPYWRITER 


An experienced creative man is required by a well 


work on a number of interesting 


The position is important and the right remunera 
tion will be paid to the 

prepared to 
Our staff have been notified 
Please write giving details of 


and salary required to 


Box 3175 
Advertiser's Weekly, 180 Fleet Street, London, E.C.4 


man with 


the necessary 


work in a 


NDT 8 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEFKI ) 470 ——— 


Radlett, CLASSIFIED ADVERTISEMENTS | CQZUEIcaZETis 


- oe neh Te i ASSISTANT for Advertising Department 

quired nd i | ot leading Radio Valve Manufacturer 

We paid wn ‘ APPOIN NTS VACANT t f technical advertsing and 

: ro men. pues wo esemial; a knowledge of 

Ls) Situations Vacant: “The eagzgement eee | answering these advertisement, radio or clectronics an advantage. Age 

be made through a Local Office of the “tebaa ed 24-30. Details of experience and salary 
the fequired to 

Box 3201 Ad. Weekly 180 Ficet St BC4 


PROVINCIAL AGENCY handling hish Senior 
cent rf 


Technical accounts § re 


perrenced | Executive REPRESENTATIVE REPRESENTATIVE 
group oF unis 4 . 
to client comtact and be required on 
to conduct complete campaigns without . “ ~ 
ADVERTISING in rool) supervision. Residence fn Bumingham REQUIRED ADVERTISEMENT STAFF 
+ nat : emential. Write in confidence to The A 
. ‘ . — Managing Director, L. Graham Browne for Manchester firm of Screen of 
—_ Sa , oe Advertsing Lid., 335 Mosciey Road Printers and Displa Pro- T 
oo Advertsing Lid pavers ool Se Se THE ROYAL AIR FORCE 
- EXPERIENCED COLOUR Retoucher | — phen t REVIEW 
pening r , 4d. Good sense of colour match process and personal contacts : 
State s education Se cusentia! Knowledge of colour most helpful Exceptional opening for 
. experic reproduction an advantage t~ colour W fid ambitious man who has had 
required to Photographic process Dply by rite in conhdence uvin anit a 
Box 3202 Ad. Weekly 180 I Stating qualifications, age, etc | | full particulars and tes sound space-selling experience 
salary and permanency offered. Employ at = Particulars of age and experi- 
mem in North Lines town required to " . ~onfide 
Box $210 Ad. Weekly 180 Fleet St BC4 ence in strict confidence, to 
ARTIST required. slick finished icttering HELLAWELLS, General ae Fleet 
lettering and lay-out, experience of | ee’ A.9%, 
Fi t ] te-touching, good salary. Write to BROWNSFIELD MILL, mes. 
4323 r 
irst-class Bou 322) Ad. Weekly 180 Tien & BCs GREAT ANCOATS STREET, MANCHESTER, 4 REPRESENTATIVE required foe Com 
GOVA LTD. require experienced Adver- mercial Art Studio giving first class 
(ising Manager for carly 1955. Male ADVERTISEMENT REPRESENTATIVE work and service at reasonable prices 
T ra her female Some knowledge of  con- requ , L-establisbed A cricul Exceliem opportunity for experienced 
y g goods, perfumery, of cxports : y w be en man with connections. Salary, commis 
Apply by letter giving full ‘ "permanent appoin s10n and expenses 
h d R. Collins, 161, New < ospec . " Box 4237 Ad. Weekly 180 Fleet St EC4 
with wide » London, W.1 PUBLICITY MANAGER of well known 
SOUTH WEST OF ’ a ek London electrical instrument manufac 
experience . An imeresting. busy job as m 3 Ad W 1s turers requires chief assistant Write 


Assistant Director if LP.A. is open ADVERTISEMENT REPRESENTATIVE stating age, experience, appointments 
to a man who has taken (or will take) required by Lancashire ape F held, salary required 


LP.A. Examination J ccial feature work Box 3190 Ad. Weekly 180 Fleet St BC4 
want correspondence—ail able to visualise PHOTO ENGRAVING. An oid-cstab- 
medium-size agency c Bal ¢ mm his own initiative J lished firm offers the fullest support in 
under thirty with experience who fulfils | be given to the Biockmaking and Foundry services to a 
in the Publicity and the foregoing and who is ready to live F ca state age and full parti- first class and progressive representa 
= hag age Ege Mg of ares tive. This should prove an attractive 

€ oO c « emis tt Pit 7 ! ‘ c er ! 
Advertising Department Box $207 Ad. Weekly 180 Fleet St BC4 —————n | fee ee Meee be Om 
LONDON STUDIO coquires firt class Box 3208 Ad. Weekly 180 Fleet St BC4 


letter) tet 
of well-known London Box 3230 Ad. Weekly 180 Fleet St BCS CAPLIN’S 


Publishing House. Comers tocming small ton oftree. | | HAVE A VACANCY FOR A,| || CREATIVE MAN 


lame artists and cartoonists for regular 


commissions. Qualifications: versatility WOMAN 


and a nimble and original mind. Send ow . 
Interesting and varied aad a aeeote sat eriginel mind. Son PRODUCTION @ 10 work on important 
5 k representative examples of your work national accounts 
work -day wee and stamped envelope. Whether printed 
or not no significance whatever. Write ; 
Box 423. co 7, Coptic Strect, W.C.| ASSISTANT @ seund opportunity for 
Excellent prospects. ARE YOU! A YOUNG MAN (aged with agency experience and an | creative visualiser or 
21) with a flair for layout’ If so, 


< interest im creative typography, Ne creative co, rite 
are cager to gain further _copyw er 
Write supplying details of oaan opportunity t ! ised to taking jobs from finished 


Advertising office artwork to final proof stage. Appli- “ 
2. ——, : =, ations Cu writes, plone) to te Well known honten Agency requires 
age, experience, details of education and qualifications Production Manager a man to bring fresh ideas, and to 

- progress existing ones, for clients with 
qualifications. salary Bow 3232 Ad Weekly 180 Fleet St BC4 R. S. CAPLIN LTD. national and international reputations 
128 PARK LANE - LONDON W.I This is not a vacancy for a man who 


required to can visualise or write (however well) 


WANTED ENGINEERING. Assisiapt for Publicity only when the real ideas have been 


Department d found; it is for the man who can find 
atal nsiru ’ : them. 
liter c, eto. Must ineer 
BOX 3199 A You NG MAN . be t . . ~ The Appointment wil! carry a substan- 
. as i> ert wor Ochs, | 
Advertiser's Weekly, : ‘.  S-day week Se gare tor ote a 
180 Fleet Street E.CA who has finished National Stat erick salary required of this advertisemen Write in the 
9 - 


, . first place giving experience and 
Service, as assistant training K cckly 180 Fleet St BC4 aoe eee in 
to be executive in Dance LAYOUT ARTIST required to join 


t 1 Box 3240 
REQUIRED . Hall Department of Mecca App cans must ¢ ency ¢ - Advertiser's Weekly 180 Fieet St EC4 


<Teative team in th 
Yancing. Person must have Mcing suck Troughs for presemation {© | LADY VOUCHER CHECKER (marricd 
x clien ny Ltd, Quality r L 
ae ma - woman preferred), required by London 
creative ability, knowledge v hity, - Casacery Lane, Agency. Congenial ion for person 
- Y Js - of intelligen - week Pensi 
= of advertising and press mat I (excellent oo scheme. Write fuily stating ase, = 
> cquires yepartment of Ficet perience and salary required to 
se ~ og Assist ANI a ters, capable administrator tising Ag . —. Box 3205 Ad. Weekly 180 Fleet St BC4 
a, wee ae : and knowledge of shorthand work on © nitiative. Hours 9.30 
owsse mu < 4tur 


" Write stati as age 
Bos 3209 Ad. Weekly 180 } Big opportunity for right 


required 
180 Fleet ‘St EC4 
man . ! tr require Grecting 
BEVERLEY PICK | ard “Designer: Iean plus excellent OPPORTUNITY 
° . , : ~~ m crass Studio 
ASSOCIATES Telephone ° WAT 7439 ; Wr = Age 40, brilliant record advertising 
are anwious t epla ‘ ‘ fo ra p po i ntmen t : lary required Park Royal area journalism, sales promotion. Practical 


st 4 Ad We kly 180 Fleet St BC4 experience account executive, copy- 

member Muy y writer } e 

Display and Exh ‘ xaaaat ANT For ADVERTERING DE. + aE ogg ‘aa — =~" 

Jesign prox p PARTMENT ion, capable of Relations, Exhibivuon 

frawings and 1 DISPLAY MAN required for high class . y and finished layouts for travelled, wemendous energy Un- 

progressing = prorect Furnishing House in the Midlands, with -_ v . blemished record. Outstanding testi- 

Salary to t T" a fine set of windows and spacious Panes gg -_ monials, offers invited fr Live 

young artist-deaiener w showrooms. Must be thoroughly exper:- : , ee rck-making and Organisations, remuneration contract 

ae ob enced and capable of handling both pre Canteen on pre- £1.500 pa 

lag and model making s and contemporary schemes neme Full details 

Phone TEM 7058 with full particulars of previous t { salary required Box 3241 
experience. age and salary expected. to Advertiser's Weekly 189 Fleet St ece 

Box 3222 Ad. Weekly 180 Fleet St ECs 2 Ad. Week 80 Fleet St BCA | 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


film producer 
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Novemper 20, 1952 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


Young Account 
Executive 
secks position with a lively West 
End Agency. 8 years’ advertising 
experience. Creative ability 
Box 318! 
Advertiser's Weekly 180 Fleet St EC4 


SHORTHAND. TYPIESTS, Private Seore- 
if you are in_urgent 
. contact Embassy 


specialise 


. 35, sound knowledge 
of prinaples and exceptional aptitude 
for visualising and copywriting, desires 
to Cevote all his creative ability to the 
career of Advertising, and tw Wain up 
for a fesponsible prc aes so0-liaison 
post wih fational agenc 
Box 3116 Ad. Weekly 180 Fleet St BC4 

FIRST CLASS ALL-ROUND ARTIST 
creative, figure. design, lettering. layout 
et free-lame afrangement 

London area 
Box 3143 Ad. Weekly 180 Fleet St EC4 


Top rank 
ART DIRECTOR 
free December on closing of American 
design studio Packaging, publishing, 
advertising, administration, representa- 
tron and excellent contacts. 
Box 3198 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST (woman) secks change. Versa- 
tie and well 


experienced. 4 years at 
coem post 


J 

Box 3158 Ad. Weekly 180 Fleet St EC4 
YOUNG MASTER PRINTER, with & 

years’ expericnce in printing, publishers 

Book Production and Agency prim 

buying, requires new position in central 

London area. 

Box 3191 Ad. Weekly 180 Fleet St BC4 


CREATIVE TYPOGRAPHER 


of experience and skill seeks 
hard work with good pros- 
pects. 
Box 3197 
Advertiser's Weekly 180 Fieet St ECE 


A TOP THEATRE cxecutive with con- 
siderable experience of advertising and 
publicity—jn «Ommerce and entertain- 
ment—is hs all-round 
knowledge 
comme;:cia 
or firm interested 

S$ prepared to 
up wit 


in employing him’ 

make sacrifices to 
h the new medium 

3192 Ad. Weekly 180 Fleet St BC4 

GIRL 15 \caving «hoo! at Xmas, learn- 

ing shorthand and typing, secks oppor- 

start with agency or similar 

7 Lynmouth Avenue 


assistam? 2 yeats 

o two ‘eading Lon- 
gon ‘Agency Executives. Early 20's with 
necessary knowledge and olient-contact 
Box 32358 Ad. Weekly 180 Fleet St BC4 


WANTED 
A JOB WITH A FUTURE! 


Where 3 years’ experience in Pub 
lichty, Advertising and Press Relations 
may be used—by a young man (age 
25)—a job where good education, 
ambition and adaptability and initia- 
tive gount 
Box 3180 

Advertiser's Weekly 180 Fleet St EC4 


1F YOU ARE dissatisfied with 
Dresemt photographic studio or 
template Starting one. a highly 
fied photographer with 
Pericnce of management available soon 
Advertiser has shown himsc!f a proved 
organiser and businew builder as well as 
techn.cian whose work in 
on colour w used by 


your 


= 3185 Ad week! y 180 Fleer St BCS 


APPOINTMENTS WANTED 
emo i ENGRAVERS MANAGER. 


D of 
vutside moumen 
Ad. Weekly 180 Ficet St BC4 
TANT | MANAGER, Disp'ay 
verienced Costing, Works and 
“Management 
“ Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


GOOD CLASS Midiand Hairdressing and 

Beauty Saon requires effective art work 

copy for serics press advertise- 
Samp.cs please 

Ad. Weekly 180 Fleet St BC4 

ARTISTS or Art Students invited to sub- 


Desigm to be simple and contemporary: 
but not too old-fashioned 
for litho reproduction. Selected 


Advertising 94 New Bond Street 
London 1. 
EACEILENT ING, general 
drawings Experienced artist 
undertake work demanding high 
standard of finish. Reasonab'e ‘Soke 
Box 5227 Ad. Weekly 180 Fleet St EC4 
ARTISTS capab.e of first class layout and 
inished art work ait life. 
Men's Fashions a 
o Scraper board 
drawings for Nationa! and Trade 
advertising. Catalogues or 
Seek additional work. 
Box 5228 Ad. Weekly 180 Pleet St EC4 


BUSINESS OPPORTUNITIES 


ADVERTISING. | want 
advice upon the introduc 
Correspondence Course Saving waves. 
tricted KC 
Box $231 


aontans 
of 


pe 
Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


photo-litho of letterpress (own 
photo-litho process pliant.) 
CARILLON PRESS LTD. 
Colour Printers, Bournemouth 
Teephone: Boscombe 36835 
Lond on Office: 98-100 Fleet X%., E.C.4. 
Paone: CEN«tral 1740 


by 


Fine 


ABVERTEDG. Proprietor of 
memplating cetiremem after 40 
fers opening to YOUNG MAN 
business, invest £2/3,000, earn 
a year, eventually take over 

1 sliowed. guarantee given. Loy 
Commercial Investment Co., Lid. 4 
Broad Street Place, E.C.2 

ADDITIONAL CAPITAL required for 

nercasing publishing agency 


established publishe: 
Box 3196 Ad. Weekly 1180 Fleet St BC4 


SILK SCREEN 
PRINTING 


Contact wanted with individual or 
established firm who would be able to 
influence constant flow of work. 
Northern firm established well over 
quarter of a century offer very 
generous terms and are able to 
produce good quality work at prices 
generally much lower than City 
prices. An interest in the firm would 
be offered without investment to the 
right person. 
Reply in confidence to 


Box 3215 
Advertiser's Weekly 180 Fieet $1 EC4 


ADVERTISING CONTRACTORS 
Bilipesting Company wil 
peimet fixing, handbill distributions, 
scasonal coastal campaigns. will 
come any smo@uiry, arc 


assured 
Box 3193 Ad. Weekly 180 Pleet St BCs 


BUSINESS OPPORTUNITIES 


AGENCY requires particulars 
issues during coronation yc 
special numbers dealing 
soeee packaging and dis 

Box 3195 Ad. Weekly 180 | 


ACCOMMODATION 


IMPORTANT FLEET De wy 
ing address 10s. wee 
use of attractive Fan 
telephone 20s. weekly. CE 
STRAND: Use furnahed off 
telephone, secretarial sefvn 
4929 


PERIODICALS 


Weekly, monthly, quarterly magazines 
and price lists well printed in small 
modern factory at prices you will be 
pleased to pay. Up-to-date type- 
Careful 
Estimates willingly sub- 


setting, high-speed automatics 
supervision 
mitted 


SUTTONS Printers, 
Paignton Tel. 5542. 


PRINTERS | PUBLISHERS, 
(Limited Company) with Tax 


loss =| 
approximately £20,000 for sale with 
or without ovher —y = Mabilities— 
jong concern—East 
ox 3212 Ad. Weekly 190 Tieet S_ BCA 
OLD ESTABLISHED PRINTERS, pro- 
ducing good quality periodicals, now 
have gneecty for two or three more 
montblies. Felix McGlennon Lid., City 
Garden Row, N.1. Clerkenwell 2765/6. 


SPECIAL ANNOUNCEMENTS 


THE VISUAL ARTS CLUB, 12 Soho 


Square, London, W.1, offers all photo- 
gtaphic x 


facilities, lounge and bar. 


See October 30 issue of Adver- 
tiser’s Weekly, pages 272 and 273 
for the Advertising Services 
& Supplies Section. November 
27 will be the next issue con- 
taining these Services. 


LET (partly 
wih telephone) 
suitable for Print 
Age en 
uarie! 


A 
on $339 Ad Weekly 180 Fic 


SALES AND WANTS 


Cabinets for 
ADDRESSOGRAPH 


index Model Frames 

PERFECT CONDITION UNUSED 
20—40—60-—80— 100 Drawer Copacity 
70/- per 20 Drawer Unit others pro-rata. 
.S.S. 49 TATTENHAM GROVE, EPSOM 


PUBLICITY AUTOSCOPE Uobmons « 
Hendon Ltd.) for sale, comple 
cabinet, projection stand and tw 
of slides Fully automatic 
driven slide<changing mechan 
continuous showing without atication 

. Paruculam from Central 
Council for the Care of Crippcs, M4 
Eccleston Square, London, 5S.W.| 
Vic. 2928 


MACHINE by Bosck: West zone of 
Inks ribbons from j in. to 
for demonstration 
equipped but without 
Can be inspected 
Offered at a very atiractive 
details available 


£ ce. Full 
om 3155 Ad. Weekly 180 Fleet St BC4 


LITHO O on LETTERPRESS 


furr 


13 issue of ADVERTISER's 

339 for the 

Monthly Register of Trade and Technical 
Publications Section. December 11 will 
be the next issue containing this Register 


Writing about Railways? 
The latest edition of a useful 
reference booklet— 
“FACTS AND FIGURES 


ABOUT BRITISH RAILWAYS” 
(32 PAGES) 
is obtainable free, from 


TOWNSENDS of EXETER 


Leadon Works: ORCHARD 
TE Pinner 7927 


INTERESTING CAREERS 
IN ADVERTISING 


—— and ~~ advertising men of wide experience have prepared the 

home study courses International 
oy es Candidates for paw. 4B , A. and the 
LLP_A. are coached until successiul. There are also non-examination courses for 
those who wish to obtain sound instruction in all aspects of modern sdvertising 


practice. 
RECENT 1.C.S. SUCCESSES 
$3 1.C.S. Students were successful in the 1952 examinations. 
AA. 52 1.C.S. Students were successful in the 195! examinations. 
EXAMS ni 


C.S. Students hove gained the Diploma Advertising Associo- 
Gon in the fost Gees peste. aloes 


LLPA. 20% of the successful 
EXAMS were LCS. Students 
What others have done, you can dol Fees are moderate and include all books 
required. They remain your roperty—an invaluable reference library. Send 

free 24-page booklet *Kévervising.” 7 


GENEROUS DISCOUNT TO H.M. FORCES 


INTERNATIONAL CORRESPONDENCE SCHOOLS LTD 
DEPT. 2s, 7! KINGSWAY, LONDON, W.C.2 


(Te PADdington 1601, extension 150) 


in the De n 


1951 examinations 


‘Phone your Classifieds to CHA 8841 (Ex 25) 
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, Ask for Type Book ROOM 321, THE RAILWAY EXECUTIVE t , 
pe | 222 Marylebone Road, ¥.W.! ‘ ; 
fF ial a os 
; -— ; | , 
* co a) studio business, Active or ii 
non ve director considered I hal 
; act preferably one with knowledge a a 
M of publishing world. Capital £2,000 in 
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ADVERTISER'S WEBKLY 


If you must pick paper with a pin 


we don’t want to spoil your fun. But as a sensible 


a household word on paper for three hundred years. 


Telephone : Central 4211 


"a, 


and practical alternative we offer to artists, art directors, 


and very well informed about supplies. Spicers have been 


I 
URGENTLY 
! WANTED 


SCRAP METALS 


ELECTROS - STEREOS 
ZINCOS - HALF TONE 
COPPER - BRASS 
PLEASE SEND or LET US COLLECT 


BEST PRICES PAID 
IMMEDIATE CASH SETTLEMENTS 


HARRISON’S 


METAL SMELTERS AND REFINERS TO THE PRINTING AND 
ALLIED TRADES FOR OVER FIFTY YEARS 

E. J. HARRISON LTD. 

MILL GREEN ROAD - MITCHAM 


Mitcham 2231-1881-4054 Telegrams: Destroying. Mitcham 


FOUNDRY 
Telephone - 


advertising managers, studio managers and print buyers the services 


of our paper consultant who is both knowledgeable about technicalities 


19 New Bridge St., London, E.C.4 


THURSDAY, 


NovemBer 20, 1952 


on : Fiel 
(British Aluminium Ltd.), chairman 
of technical > DB 
Hayes (Vantona), T. E. Townend 
Games Neill & Co., Sheffield), 
W. M. Woodgate, hon. secretary. 
N of B. A 


Eleven 


WEEKLY CHANGES 
DAY OF ISSUE 


pul on Fridays 
December 12. From January 1 
paper will allow all recognised ad- 
vertising agents commission of flat 
15 per cent, instead of ten per cent. 


ACCOUNT CHANGES 


Gee sees ry take over 


of Labour training 


School Printing & Graphic Arts, 
W. M. de Majo, Donald Dickens, 
Bev Pick, 


erley 
yy + a 


ee ae 
| to-day 


with “lest from February 20. 

New clients for Nicholson 
& Partners Ltd. are intk ote, 
of Industrial Asphalt Co., Ltd., 
Steiner Products Ltd., 


TH 


John Foote, Cone & 
Beldine’s London account executive 
for B.O.A.C."s world-wide advertis- 
ing (excluding N. America), leaves 

(Thursday) on LW 


members “familiarisation tour” 
equine adn links | ab Gee ee 


November 20, 1952. Printed in England by 


Led., at their office at 180, Fleet Street, London, EC.4. (Phone: Chancery 6844.) 
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: 1.A.M.A. ELECTIONS | gy ag ls 
i Members of council of Incorpor- | Bennett, Sapiens Ltd., R. Foster, = 
+ ated Advertising Managers’ Asso- R. Foster & Co. — rs Led., ia 
eran F. J. LeMay, Supa-Signs H. K. = 
a —sy o Middleton & Mellor, i 
oY . y, Olley & Rowley Ltd. ie. 
a - The exhibition will remain open ; 
is until December 12. *k 
@ ‘ 
he mdrews (Victoria Coach Station), a 
4 Norman R. A. Byles (C.A.V.), e 
ei Peter Le Neve Foster —, - J 
i Ma remaining mem After 88 years of publishing on a 
ae council carry os. Ofiicers will be Saturdays “Walsall /——— 7 \ 
¥ elected at first council meeting next a 
week. _ 
- . Judges, for display competition _ 7 
a. H | om by Display Producers & 
ia Screen Printers Association on : 
; Tuesday, December 9, at British | - 
Colour Council premises will be: Ww . 
ms W. G. Altria, technical editor, > 
i ° _Kleematograph Weekly,” T. A. E. = 
; Paige ecm Lids". brow 4 
4 ps ica i C. F, wn, J j . rae 
" ee a ‘out, agent for yaa ndestriee Lids . 
3 centre, ©. - 
‘S Hayzer, E. T. Marler Ltd., C. C. makers of yen mills. » 
“ie Hent, Autotype Co., Ltd, C. W. tii Psst v 
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